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+ was a good story while it lasted. 
vv v 
Bristol-Myers recommends in- 


ting open displays and spacious 


isles in the drug store of the 
yture. They don’t want the cus- 
omers to fall over the toy section 


ind the magazine rack while 
eaching for the candy bars. 
. = = 


Looks as if the Creative Man’s 
orner in ADVERTISING AGE has 
ow definitely arrived. Indignant 
eaders are demanding to know 
hat the heck the editor means 
y publishing it. 


> wT 


Good Luck margarine developed 
n improved product through the 
dium of blindfold tests, the 
tory says. Wonder if they suc- 
eded in getting blindfolds on a 
w dairy farmers. 

>. F & 


Harold Thomas et al. are flying 
) England to sell war bonds “and 
nprove international relations by 
yphoning off some of the Yanks’ 
xtra dough.” 

British shopkeepers, they say, 
ave pretty good syphons them- 
elves, 

, A, Moe 


Raymond Rubicam, now with 
1e Committee for Economic De- 
elopment, might do a good job 
br Paul Hoffman’s hard working 
itfit by translating some of its 
searchers’ $5 words into Eighth 
venue and Halsted street Ameri- 


, A oe 


Farmers’ wives, says Farm Jour- 
al, need the magazine “for in- 
rmation on food, fashions and 
abies.” 

With the farm help situation 
hat it is, that last subject seems 
ist right for editorial promotion. 


72 © 


Wilson & Co. is testing an offer 
f “10 times your money back if 
bur dog doesn’t eat Ideal dog 
od.” At those odds, the offer is 
better gamble than the dog 
pCES, 


> 


Gillette is boosting the number 
its Friday night fight broadcasts 
la Mutual from 26 to 52, and if 
ey run out of top names they 
ways stage a good fracas 
‘ween a couple of political com- 
ntators. 
> = 
“Virtually any woman who 
ads today cannot avoid the im- 
fashion in print,” asserts 
V. Fairchild, who ought to 
But what woman over 12 
ler 80 ever tried to avoid 
nd of information? 


ae 


‘ms that little misunder- 
‘ between P&G and Lever 
n soap patents cost the 
$5,675,000. There ought to 
‘at future in Cincinnati for 
ight young patent attorney. 
v v v 
n Radio Index tells the 
er where to place his com- 
so as to get the biggest 


e, but what if the audience} 


s to be allergic to the 
Cial? 
¥ VY 


iearing aid field is expand- 
dly, and maybe the clamor 
competitive battle will be 
ful in increasing the num- 
live prospects. 

Copy Cus. 


ough Proofs 


In a recent radio broadcast Bill 
tern sold the Yankees to Dan 
ropping for $5,000,000. They were 
romptiy unsold the next day, but 


Tire Companies 
Set Sights for 
Postwar Expansion 


Firestone Chief 
Emphasizes Better 
Sales Techniques 


techniques, 
expanded distribution, 


nation’s major tire companies. 

Currently featuring “big fig- 
ures” in their newspaper and mag- 
azine advertising of synthetic tire 
production, the manufacturers nev- 
ertheless are looking beyond re- 
conversion days to full peacetime 
production when an even wider 
variety of products may be ex- 
pected to compete on the market. 

The importance attached to sales 
by one of the majors, Firestone 
Tire & Rubber Company, is point- 
ed up this week in one of a series 
of articles on the tire capital and 
its postwar plans by Herman Gas- 
trell Seely, Chicago Daily News 
financial writer. Firestone’s board 
chairman, John W. Thomas, is 
quoted as saying that greater em- 
phasis must be placed on sales 
techniques. 


Higher Standard Seen 


“Postwar industry can produce 
only as many goods as it can sell,” 
the Firestone chief executive said. 
“Wartime experience has proved 
that American industry has a pro- 
ductive capacity and a creative 
imagination great enough to in- 
crease substantially the nation’s 
standard of living when peace re- 
turns. 
ability to sell all the goods that 
industry can produce.” 


figure in the industrial system, Mr. 
Thomas added, because “on his 
sales skill in selling the goods 
which flow from expanded produc- 
tion lines will depend our hopes of 
a growing national prosperity and 
a job for everyone who wants to 
work.” 

Firestone, it is pointed out, will 
concentrate mainly on its tire, bat- 
tery, spark plug and other auto ac- 
cessory production, but it intends 
to have its full quota of plastic 
products and textiles such as the 
“miracle fabric,’ Velon, and new 
items planned by its steel products 
division. 


| Plans Dealer Help 


|its dealer setup bulk large in the 
| (Continued on Page 53) 


Battlefront Art... 
| See ‘Photographic 

_ Review, Page 55. 

| Other Features: 


| Ad-libbing 12 
| Canadian Linage 45 
| Chain Store Sales 42 
Coming Conventions 4\ 
Editorials 12 
Farm Linage 

Feature Page 35 


| Getting Personal 38 


| Information for Advertisers 12 
In Washington 26 | 
Magazine Linage 40 
Obituaries 49 

| Postwar Planning 46 

Private Lines 32 


Roush Proofs 
| Voice of the Advertiser 


Akron, Aug. 17.—Improved sales | 
as well as carefully | 


research and new products, loom 
large in the postwar plans of the 


The test then will be the} 


The salesman must become a key | 


TRUCK OWN 


PACE THIS PACT"... Owe t contiauing bevy 


lateat or mem de eetre 


intensive THE RUBBER MANUFACTURERS ASSOCIATION, INC, 
- Speaking for the following companies 
| 


| 


PLAIN FACTS —Thirty-six companies 
represented by the Rubber Manufac- 
turers Association joined last week in 
this large-space newspaper warning 
that few big truck and bus tires are 
| available for civilian use. It calls for 
extra care of available tires. 


The Truck Tire Situation is Sf Gouncil Ur 


Distribution Not 
Whole Job, Food 
Jobbers Told 


Chicago, Aug. 17.—-Keying its 
entire four-day conference to post- 
war merchandising plans, the Na- 
tional Food Distributors’ Associa- 
tion centered its discussions here 
| today on surveys, distribution, re- 
}search and merchandising to meet 
changing conditions. Members of 
|the organization serve retailers 
| through wagon routes. 

Members were told that (1) the 
common man’s viewpoint is often 
the most reliable; (2) dehydrated 
foods may become the most popu- 
lar with busy housewives; (3) it 
takes more than mere distribution 
to merchandise properly; (4) sales 
promotion and training will in- 
crease the sales of any item. 

Some 10,000 food retailers were 
expected to visit exhibits at the 

(Continued on Page 49) 


Coen War D 


i144 


rives Burning, 


ges Advertisers 


wles Promises 
fo Fight Postwar 


Premium Prices 


Overpricing Would 


Destroy Buying Power, 
OPA Chief Contends 


Washington, Aug. 17.—Frankly 
conceding that he fears that over- 
pricing of new consumer goods will 
destroy postwar buying power, 
|OPA chief Chester Bowles made 
|clear today that he will use the 


| legal powers of his agency, and his | 
| well established personal contacts 


in industry, to resist efforts of au- 
tomobile manufacturers and others 
to sell their new products at pre- 
mium prices. 

In an hour-long press confer- 
ence, replete with off-the-record 
explanations, he outlined a set of 
general consumer goods pricing 
policies designed to “encourage 
complete use of productive capac- 
ity to maintain a level of output 
far above 1940.” The country must 
have, he declared, good wages and 
full production if it is to avoid the 
disaster that followed the last war. 

Mr. Bowles based his case on a 
Commerce Department survey 
which indicated that recent tech- 
nological improvements would per- 
mit the United States to equal its 
1940 output with 8,000,000 fewer 
workers. Such a situation would 
mean 16,900,000 unemployed in 
1946, Mr. Bowles warns, adding: 
“America will never stand for 
that.” 


Encourage Production 


“Our pricing policies,” he said, 
“should encourage the fullest pos- 
sible production of goods and serv- 


(Continued on Page 52) 


| 


our selections.” 


Last Minute News Flashes 
War Dept. Okays WAC Schedule for Radio 


New York, Aug. 18.—Young & Rubicam today wired all radio sta- 
tions in the country that the War Department has approved its recom- 
mendation for a four-week Wac schedule starting Sept. 4, of one 1- 
| minute and one station break transcribed announcement between 6 and 
| 10 p. m., local time, five days a week. 
Education and development of| the Y&R wire says, “please wire us today best times you can make | 


“If you accept paid advertising,” 


| available, with preceding and following programs, and hold pending | 
In a trade announcement Y&R said that “no curtail- 
ment of Wac advertising in other media is contemplated.” 


Donnelly Heads Treasury-Outdoor Industry Drive 


Washington, Aug. 18.—John Donnelly, vice-president of John Don- 


chief of the outdoor and graphics 


| dry.” 


| nelly & Sons, Boston, will join the Treasury war finance division as 


section. He will direct the Treas- 


ury-outdoor industry 6th War Loan promotion this fall. 


Ethyl Newspaper Ads Explain Wartime Shortage | 

New York, Aug. 18.—Ethyl Corporation has scheduled 282 news- | 
papers in 216 markets, through Batten, Barton, Durstine & Osborn, for 
a large insertion on “Why your gasoline dealer’s Ethyl pump may be 
Other insertions may follow 


on the Ethyl fluid shortage 


Puffer Joins Goodkind, Joice & Morgan 


Chicago, Aug. 18.—Charles O. Puffer, for the past year and a half 


| account executive with BBDO and 


| executive capacity. 


previously vice-president of Beau- 


mont & Hohman, has joined Goodkind, Joice & Morgan, Chicago, in an 


| Cory Glass Appoints Weiss & Geller 
| Chicago, Aug. 18.—Cory Glass Coffee Brewer Company has appointed 


Invasion Progress 
Increases Needs, 
Says Repplier 


New York, Aug. 17.—Serious 
delay in prosecution of the war, 
with needless sacrifice of addi- 
tional thousands of American lives, 
was foreseen here this week as the 
progress of the war in Europe and 
the Pacific, and rumors of “peace 
tomorrow” with Germany, led to 
a slackening of efforts in some 
sections of the home front. 


Advertising executives empha- 
sized that “good news” abroad 
may become “bad news” here, 
unless home-front campaigns not 
only are maintained but in many 
cases stepped up to meet the 
broadened scale and faster tempo 
of military activity. 

On the “emergency” list in the 
new docket of the War Advertis- 
ing Council, to be issued soon, 
T. S. Repplier, executive director, 
told ADVERTISING AGE, will be Wac 
and Wave recruitment, Merchant 
Marine recruitment, winterizing, 
womanpower, employe turn 
in war plants, conservatior uf 
paper, and U. S. Infantry. [uae 
Crop Corps is on the emergency 
list for many rural areas. 


Still Below Needs 


Although both Wac and Wave 
recruiting figures continue to move 
upward, it was explained, both are 
still below the need. The War 
Department announced this week 
that the Wac total is now 80,000, 
or only about two-fifths of the 
objective of 200,000 by next July 
1, and that new Wacs are being 
added only at a rate of 1,000 a 
week, 

Among advertisers who will aid 
Wac recruitment in campaigns this 
| fall, the Council said, are Beech- 
Nut Packing, Canada Dry, Cessna 
Aircraft, Eveready batteries, Max 
Factor cosmetics, Jones & Lamson 
Machine, Knott Hotels, McCall 
Corporation, Maxwell House coffee, 
and Woodbury soap. 

Ships are being held up at some 


Eastern Air Lines 
to Use 100 Papers 
for Expediter Drive 


New York, Aug. 17.—Eastern 
| Air Lines, Inc., started Aug. 14 the 
largest consistent newspaper ad- 
vertising campaign in its history, 
using weekly insertions in more 
than 100 papers throughout the 
country. No definite appropria- 


| tion figure for the drive can be 
quoted at this time because of the 
| space situation, but the company 
will carry the promotion, particu- 


larly stressing its expediter serv- 
ice, into 1945. 

Emphasis on the expediter serv- 
ice is an enlargement of the “At 


Your Service” program Eastern 
launched last fall. With the grad- 
ual easing of air priority travel 
because of the return of planes 
from war theaters, the expediter 
division functions to meet the 
needs of the air traveler. If East- 
ern’s planes should be booked full, 
the expediter arranges other 


|means of transportation. 

Initial 800-line ad in the new 
drive is captioned “When a Trav- 
eler Needs a Friend.” Campbell- 


|| Weiss & Geller, Chicago, to direct its advertising, effective immediately.| Ewald Company, eastern division, 
24| Plans call for reagazines and business papers. 


lis the agency. 
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ports because the Merchant Ma- 
rine can’t recruit the men to get 
them out, Mr. Repplier said. Wo- 
manpower continues to be a prob- 
lem, partly because many women 
are quitting their war jobs to go 
back to their homes. Turnover of 


While Washington was meditating 
upon the advantages and nolitical 
complications of buying advertis- 
ing for national purposes, industry 
itself organized the War Advertis- 
ing Council. During 1943, ad- 
vertisers actually contributed more 


CABI Will Report 


| 
| 


on War Alcohol 


employes in some war plants is than $300,000,000 to carrying on|, 

accelerating. Many people are the various informational cam tin 438 Pa ers 
trying to put their lives on a| paigns that our government wishes p 
“peace” basis months, perhaps|to present to the American peo- | 


years, before peace on both fronts 
actually comes. 
The Infantry 


campaign con- 


tinues to require additional sup- . . ‘rubber needed to prosecute the | 
port age yin oe Rh Resin bes Chairman of Council | war when the Japanese Hole of 
morale 0 is important Dut less | . Tertz. sales manager of | Natural rubber sources, will be 
“dramatic” and less publicized | Russell Wertz, sales managet of | told by Conference of Alcoholic 


branch of the Army. 


“COLLIER’S’ EDITORIAL 
CITES WAR ADS 
New York, Aug. 17.—In a full- 


ple.” 


Ad Club Elects Wertz 


| the printing division of C. E. Shep- 


pard Company, Long Island City, 
N. Y., has been appointed chair- 
man of the war activities council 
of the Advertising Club of New 


New York, Aug. 17.—How alco- | 


/hol produced by beverage distillers 
|helped to produce the synthetic 


| Beverage Industries, New York, in 
|a series of large ads in 438 news- 
| papers with combined circulation 
of 33,000,000, starting next week 


page editorial in the Aug. 26 issue, | york, succeeding Carl J. Balliett, | through Walter M. Swertfager 
to be published tomorrow, Collier’s | retiring chairman of the board, | Company. 


will report on “Advertising and 


the War Effort.” 


Morse International, who is leav- 
ing New York. 


The initial ad, to run in 1,500 | 


or 1,000-line space, depending on 


| r Came We H 


Advertising Age, August 1944 


but the Enemy had the} 


The war has proved, Collier’s Herbert L. Stephen of Printers’ ability to get the larger size, will Synthetic rubber... America’s great war miracle ... EID i 
says, “that, through advertising,| Ink, has been reappointed chair-/| feature illustrations of the food, quickly overcame this crisis chiefly with the aid of sv ee gat ince sa 
democratic people can be per-| man of the club’s advertising and oil, steel, lumber and textile in- alcohol produced by beverage distillers ray 
suaded quickly to take action| selling course committee, while | dustries. Under these will be the v's ang ans of thin vial ingred __ SREY ERT TH 1 
necessary to their national de-| Frederick B. Duncan, vice-presi-| headline: “When war came we)| send 
fense. .. dent, Fuller & Smith & Ross, will} had all of these... but the ene- + aaa - ber rods ges 23 


“For much of the advertising, 
the government has paid nothing. 


serve as vice-chairman. The 
course opens its 21st year Oct. 9. 


;my had the rubber.’ Beneath 
'this is a picture of enemy-held 
. 


UFF’S multi-purpose 
mixes gain Hartford area 


cameiaiaiteietan = 


overted 100% to t nanufacture 


Conference of Alcoho 


Thank you for your patience! 
America’s beverage distillers are fu! 


their sincere appre 


ries, Inc. | 


TRIBUTE 


) 


WAR USE—Conference of Alcoholic Beverage Industries is telling, in lerge. . 
space newspaper ads of which this is the first, how alcohol produced by dis. sp 
tillers helped produce synthetic rubber for war uses. os 


“rubber” territory. Two inser- 
tions are now planned on a weekly 
basis, and others may follow. 


American Home § - : 
In a separate promotion, Aniea | Joins Drug Firms 


Liquor Industries, Inc., has re-| t it id 
leased a booklet on “The Beverage | I O U é. 
Industry’s Part in the War Effort,” | nto ne nl N 
pointing out that in 1943 “the bev- | New York, Aug. 17.—Ameri 7 
erage distilling industry produced|Home Products Corporation f 
227.8 million gallons of 190-proof | joined five packaged drug subsidi ~ nq 


alcohol, or more than half of all 
. . . War and industrial alcohol 
production. It is estimated that 
their output will account for about 
45% of all 1942-July 31, 1944 alco- 
hol production.” 


Parker Pen Ads 
Tell of Nation's 
Quink Habit 


Janesville, Wis., Aug. 16.—In a 
staggered schedule of advertise- 
ments in trade 


| (Hill’s 


publications, be- | 
ginning this month and continuing | 


Names Walter Wiley 


aries into a single operating w 
named Whitehall Pharmaca! Com 
pany. : 
The companies—Anacin Con ¢ 
pany (Anacin tablets and Benefa) 
vitamins), Kolynos Compan 
(tooth powder and paste), BiS 
Dol Company (BiSoDol p 
and mints), Larned Corporat 
cold. tablets, Hill’s 1 
drops and Freezone) and Ana 
Mfg. Company—will retain | 
ent trade names but all manag 
ment functions are being cons 
dated. 
In 1943, domestic net sales 
the fire were over $17,000,000 


for several months, Parker Pen 
Company will report the results Walter W. Wiley, Advertisin ; 
of a “national ink survey” made|New York, has been named | 


for its product, Quink. 

The independent survey to dis- 
cover the nation’s ink buying hab- 
its covered 1,200 chain and inde- 


pendent drug and department| Swain Joins Pantex 
stores, stationers, variety stores 


and bookstores in communities of 
all sizes. 

Results, the opening ad tells re- 
tailers, prove that: 

1. 48% of all ink buyers ask for 


| president 


handle advertising for the Hera 
3ridgeport, Conn. Newspape 
business publications will be us 


Robert G. Swain, formerly vice 
of Northeast Aijrlin 
Boston, has been appointed execu 
tive vice-president of Pani 
Pressing Machine Company, 5 
ton. 


ink by brand name. Dic 
sales by advertising in the a. Ol these, 46% specify Quink. - 
: 3. Quink is America’s largest | - 
productive Courant. Local selling ink. YOUR He 
‘1 ¥ 4. Quink is holding or increas- | 
retailers, too, recognize The ing its margin of leadership in | tea 
Cour ’ ae = . 93.5% of retail stores. O 
“igh effectiveness. Ex Stores are advised to concen- a ; 
ample: Associated Grocers |trate on Parker Quink because . 
4 “it’s the one ink that  habit- MARKET 


largest-volume voluntary buyers of other brands will accept 
readily.” 


Trade publications used include | 


Greenwich, Co i. 


LEADS | 


group in the territory, use 


The Courant exclusively, be- American Druggist, Chain Store 
v3 Age’s variety edition, Drug Topics 
cause The Courant covers — Rol ~~" a | All U. S. Cities 
or arker mn isd. alter of 10,000 pop. or ove: 
more member stores. Thompson Company, Chicago. with a Per Capita Incom °! 
. an : Q2* 
Nationally Represented by ; $2 4. 3 “ 
Gilman, Nicoll & Ruthman a Morris Promoted . - 
T 4 £ H A ue T F 0 R D ng, * ? eta: ‘ Lewis C. Morris, formerly on It Is Your No. 1 Mark 
aia * a the eastern advertising staff of 
- é ’ Public Works, New York, has been |] {Copyright 1944, Sales Man | 
> Survey of Buying Power, fur 
named western manager of the production not licen 


magazine at Chicago. 


—— GREENWIC! 
Sessions Appoints TIME 


OULANE 


A Connecticut Institution Since 1764 Sessions Clock Company, For- AN A. B. C. NEWSPAPI 
estville, Conn., manufacturer of é ; 
Nile: slectric clocks. has at inted Hor Often called “The Best Su! 
ee elec tric C OCKS, nas appointec or- Daily Newspaper in Amé 
ton-Noyes Company, Providence, ieee Oi. tenia weet Wi 
R. I. An early fall campaign is Editor & Gen'l Mgr. Busines t 
being planned. Nationally Represented by 
BREWER & KENT, Inc., Né ( 
Boston, Chicago 
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000 
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Dickens dared to break with the literary traditions of his time, dared to write of the 

manners, the customs, the problems and the hopes of the common man. Worse still! 

He even wrote in the very speech of the common man! Sophisticates blushed in their 

teacups...this couldn't be literature, for literature wrote only of Milord and Milady 
d entourage. But the millions read, responded, and immortalized him. 


Another such tradition-breaker entered the magazine world just 25 years ago. In 


atl e speech of the common man, with stories of the common man, and an understanding 


| ironic 2 ME 


at rejected every editorial dictum lacking the common touch, True Story brought 
w Wage Earner millions into the magazine-reading habit. More than that —True 


iry fostered the growth of a whole new field of publications, influenced the basic 
PI ttern of older magazines, made its influence felt in newspapers, radio, movies, and 


- advertising itself. 


Always the magazine of the Wage Earner, True Story has grown in influence and 
gewrili; 
Lid 
bayeiyyls 


K wer along with him. There are times when the common touch with Wage Earner 


ii We 


nerica is of first importance, be it for national unity or prosperity-building sales 


lume. That is why True Story has become and will remain of first importance in 
, | gazine-America. 


+ R 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE T ny lj ' STO RY 


HE COMMON MAN, WELL INFORMED, IS THE GREATEST l 
ORCE TOWARD BUILDING THE AMERICA WE WANT. be. 
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Criticize Treasury 
Policies on Sale 
of Surplus Goods 


Washington, Aug. 17.—While 
House members sought agreement 
on a surplus property bill which 
would delegate broad sales policy 
powers to Administrator Will 
Clayton, the Senate defense inves- 
tigating committee, formerly 
headed by Harry S. Truman, be- 
gan hearings today on the activi- 
ties already engaged in the opera- 
tion. 

During this afternoon’s session 
the committee had some hard 
words for the Defense Plants Cor- 
poration, which admittedly is far 
behind in its inventory of prop- 
erties to be sold after the war. 

Witnesses from the agency said 
that when complete, the file of 
information will enable possible 
buyers of the 7 to 8 billion dol- 
lars’ worth of government-owned 


plants to know full details of their 
operating costs, taxes and other 
matters. 


Hits Treasury Policy 


Also hard pressed was Ernest L. 
Olrich, in charge of the marketing 
of surplus consumer goods, who 
was grilled by Sen. Homer Fer- 
guson of Michigan on the Treas- 
ury’s policy of limiting surplus 
truck sales to established dealers. 

According to Sen. Ferguson, 
dealers resell the trucks at a 17% 
markup to neighboring farmers 
without providing any services. 

In a statement to the committee, 
Mr. Olrich said that practically all 
sales up to this time have been 
made to manufacturing and dis- 
tributing concerns rather than to 
ultimate consumers. “It would be 
uneconomical to attempt to dis- 
tribute to millions of consumers, 
not to mention the difficulties in 
attaining such distribution on an 
equitable basis,” he declared. 


Defends Action 


Mr. Olrich said that so far as 
possible sales had been confined 
to regular trade channels, and that 
in some instances buyers had been 
required to certify that they are 


regular dealers. In most cases 
non-regular dealers are interested 
in buying at less than market 
prices, he said, but when they are 
willing to pay more than regular 
dealers “it seems fair to sell to the 
non-regular dealers provided the 
offered price is within the estab- 
lished ceiling.” 

Mr. Olrich said much of his time 
so far has been devoted to build- 
ing an organization in Washing- 
ton and at the 11 Treasury pro- 
curement field offices, and to per- 
fecting the accounting and inven- 
tory system. 


Announce Appointments 


He announced three key ap- 
pointments: Russell C. Duncan, 
of R. C. Duncan Company, indus- 
trial hardware distributor, Min- 
neapolis, as deputy director in 
charge of merchandising and sales; 
Frederick R. Atcheson, comptroller 
of Marshall Field & Co., Chicago, 
deputy in charge of coding, classi- 
fication and inventory control; and 
Albert W. Frey, on leave as pro- 
fessor of marketing at the Amos 
Tuck School of Business Admin- 
istration, Dartmouth College, in 
charge of trade relations, publicity 
and industry advisory committees. 


Advertising Men 
Organize to Teach 
Interned Flyer 


New York, Aug. 17.—The per- 
sistence of a U. S. air force officer 
to continue his advertising studies 
even as a prisoner-of-war has re- 
sulted in the formation of a club 
of leading advertising men, headed 
by Otto Kleppner of the Klepp- 
ner Company, New York. 

Lt. Robert J. Brown Jr., in- 
terned in Stalag Luft II], German 
prisoner-of-war camp (where, 
newspaper reports told last spring, 
50 British prisoners were shot for 
allegedly attempting to escape), 
after reading Mr. Kleppner’s “Ad- 
vertising Procedure,” got a letter 
through to the New York officer 
late last year requesting help in 
continuing his studies in advertis- 
ing. Lt. Brown, in turn, hoped to 
pass on whatever material was 


sent him to other advertising men | 


also interned. 

Among prominent advertising 
men, who, with Mr. Kleppner, 
have been keeping Lt. Brown in- 
formed on advertising methods 
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g 7 F 1 c IN THE FIELDS OF PLASTICS 


AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


PLASTIC HELMETS 


Four types of plastic helmets, combat 
helmet liner, miner’s safety helmet, fire- 
men’s head guard, and sun helmet are in 
daily use. Each is manufactured of seg- 
ments of resin-impregnated duck. Head 
sizes are met by different sized suspen- 
sion straps. Helmets of plastics are strong 
and light. Barium sulfite is molded in 
combat helmet liner to enable fluoro- 
scopic detection in case of brain wounds, 


THE PERFECT FISHING ROD 


At last the perfect fishing' pole. Use of 
impregnating resins seals split bamboo 
rods permanently against moisture and 
bacterial deterioration. Resin adhesives 
form permanent joints. The resin bound 
rod can never come apart, warp or split. 
Of course, if the fish is too big... ! 
Similar process is used to produce better 
ski poles, billiard cues, violin bows, golf 
club shafts. 


PLASTICS PLUS PLASTICS 


The new shatter-proof glazing necessi- 
tated by strategy of aerial warfare, com- 
bat altitudes of 35,000 and more feet, 


aloe 
- ' 


pressurized cabins in high-flying fighters 
and bombers, is made-of two different 
plastics. Two layers of transparent acrylic 
materials are laminated with the same 
shatter-proof vinyl material you have in 
your auto safety glass. Bullet goes 
through, will not shatter, prevents loss of 
precious oxygen at high altitudes and 
danger of sudden deflation in pressurized 
planes. 


WATER DYES FOR PLASTICS 


New type of dye with water base is now 
being used to dye clear plastics all re- 
quired colors. Especially useful out in 
field where repairs of colored sheets can- 
not always be matched. Dyes are water- 
soluble, and do not destroy surface luster 
nor damage the surface in any way. Pieces 
can be partially dyed in patterns by 
masking and buffing. 


X-RAY UNIT 


Portable X-Ray unit incorporates no less 
than 11 types of plastics, each chosen for 
a particular property, processed in 6 dif- 
ferent techniques. This is an interesting 
engineering example of the wide selec- 
tion of plastic materials and broad pos- 


STI 


sibilities in manufacturing them to suit 
specific needs, 


NEW HEAT-RESISTING POLYSTYRENE 


A new polystyrene formulation with 
A.S.T.M. heat distortion point of 236°F, 
opens many new possibilities for this 
thermoplastic material. 


PLASTIC PUMP FOR LIFE RAFTS 


An emergency pump for life rafts is made 
of various types of plastics, molded, lami- 
nated and extruded. Pump is lightweight, 
non-corrosive, fabricated of fairly plen- 
tiful materials. 


SESS... 


... These briefed notes are selected from 
the current month’s issue of Modern 
Plastics Magazine. They report the new 
developments in plastics’ fertile fields. 
By scattering these as extra handfuls into 
the fields of sales and advertising, we do 
80 as a service and also because their 
interests are so closely allied with those 
of plastics. Should Seeds prompt you to 
further inquiry, feel free to call upon our 
staff members any time to assist your 
planning. 
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Ths manage im she nternat of deme nm behind shy 
eT etd 


Swift 2 Company 


Makers of Fine Ice Creams and Sherbet» 


ASKS HELP—Swift & Co. used this 
newspaper copy to remind customers 
of retailers’ wartime problems, and 
lists in the ad four ways to help the 
hard-pressed man behind the counter, 


and organization, are Harry Am. 
mann, A. G. Spalding & Bros.; Lee 
H. Bristol, Bristol-Myers Com- 
pany; Harry Dole of Life; B. B 
Haas, Schenley Distillers Corpora- 
tion; Prof. George Burton Hotch- 
kiss, chairman, department of 
marketing, New York University; 
H. Lawrence Laupheimer, Schen- 
ley Distillers Corporation; John J 
McCarthy, vice-president of Mc- 
Cann-Erickson; Robinson Murra) 
American Association of Advertis- 
ing Agencies; F. Travers Neid- 
linger, J. M. Mathes, Inc.; Stuart 
Peabody, Borden Company; Val 
A. Schmitz, F. & M. Schaefer 
Brewing Company; K. H. Seidel, 
Schenley Distillers Corporation; 
George L. Service, Valvoline Oi! 
Company; Albert W. Sherer, ad- 
vertising manager, National Bis- 
cuit Company; Leon Shimkin 
Simon and Schuster; Jules B 
Singer, Federal Advertising 
Agency; Monte Sohn, Borden 
Company; Harry Deane Wolfe 
manager, Colgate-Palmolive-Peet 
Company; and John M. Wyatt 
Schenley Distillers Corporation. 

Special approval of the cor: 
respondence has been given by the 
Office of the Provost Marshal Gen- 
eral, which has just set up a plar 
to identify the letters sent out by 
the club. 
sized that this special ruling of 
the Provost Marshal General | 
contrary to the usual way 
handling prisoner-of-war mate- 
rial. 


Mrs. Lorena Danker 
Joins JWT in Hollywood 

Mrs. Lorena Danker, widow ° 
Daniel J. Danker Jr., vice-presi- 
dent of J. Walter Thompson Con- 
pany, who died in Hollywood las! 
month (AA, July 10), joined the 
agency’s office in that city las! 
week. 

Mrs. Danker will serve i 
executive capacity. 


Establishes M-Ride Term 


M-Ride, a common denomi) at 
for comparison of rates for t/a! 
portation advertising, compa: ab‘ 
to the word milline used by 1 


papers and magazines, has ee 
established by National Tra.sit 


ads, Chicago, for use in its s 
and promotion work. M-Ri 
described as the rate per tho! 
rides circulation of the mediu 4. 


Mr. Kleppner empha- 
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\ our family—and people like you—are our strength. You get 
along well in the world—and so does the Missus! One reason is, 
ou both know the importance of being well-informed. Sense 


‘he importance of the impartiality you find in NEWSWEEK. 


\ alue its paragraphs of significance, so carefully differentiated 


from the news. 


\s a group, you and your friends look well ahead — 
sometimes aided, we hope, by the remarkably accurate 
forecasts of NEWSWEEK'S Periscope. Accustomed to | 
weighing opinions carefully, you naturally respect 
the considered judgments of the experts whose signed 


columns you follow in NEWSWEEK. 


Allin all, you are America’s Significant People.* 


Some 45% of you have already achieved ex- 


four bene" 


ecutive posts. And all of you enjoy incomes 
well above the average. In addition, you are 
probably the most “mentally acquisitive’ group 
to be found today. Your eager interest in the 
new, your constant raising of your goals—both 
mental and material—are reflected in our six 
year circulation zoom of 78%, and a jump in 
advertising revenue (among all general maga- 


zines) from 22nd to 5th place! 


THE MAGAZINE OF NEWS SIGNIFICANCE 
FOR SIGNIFICANT 


PEOPLE 


A WELL-INFORMED PUBLIC IS 


i 
AMERICA’S GREATEST SECURITY ; 


An average annual payment of insurance 


premiums of $619.84 
°e 


And a host of other ‘Well above average” indices 
which we would like to discuss with you in detail. 


exe ao mm me se es ee ee we oe ss ss es ss ss so 5 
*WHAT THE SIGNIFICANT PEOPLE 
BRING TO NEWSWEEK 

A home ownership of 62.7% 
a 

A prewar employment of servants by 85.3% 
a 

A 45.2% listing as executives in business and 

industry 
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Magazines Ask 
Urban Readers 
to Cancel Copies 


Philadelphia, Aug. 16.—Country 
Gentleman will report in detail 
soon on progress of a campaign 
which it has been conducting in 
recent months to persuade many 
thousands of urban readers to drop 
their subscriptions for the period 
of the wartime paper shortage, so 
that more copies will be available 
for active farmers. 

“Out of 147,000 urban people 
who received our letter asking 
them to step aside in favor of 
producing farmers,” said Graham 
Patterson, publisher of Farm Jour- 
nal, which ran a similar camnaign 
some months ago, “56,716 author- 
ized us temporarily to defer their 
subscription. Many others who 
wrote in demonstrated their farm 
ownership and farm connections to 
such a point that we kept them on 
the list. 

“We had anticipated at least 
100,000 cut-back at this time,” Mr. 


Patterson explained, “but the tenor 


of the letters and the desire to 
continue the Farm Journal was 
very encouraging to us. In fact, 
there was a decided spirit of sac- 
rifice and desire to cooperate with 
the war effort on the part of those 
who authorized us to defer their 
subscriptions. . . 

“I would estimate that at least 
90% of our urban subscribers in 
the larger centers had a legitimate 
agricultural reason for subscribing 
to the Farm Journal, and we will 
have no hesitancy or apologies of 
any kind for putting them back as 
soon as the war situation war- 
rants.” 


Lt. Freedel Killed 


Lt. Fred D. Freedel, for a num- 
ber of years on the staff of Buck- 
ley, Dement & Co., Chicago, has 
been reported killed in action in 
France on July 4. 


Weed Joins ‘Redbook’ 

R. Merlin Weed, formerly with 
Good Housekeeping, and _ pre- 
viously western manager of Theis 
& Simpson, newspaper representa- 
tive, has joined McCall Corpora- 
‘ion on the Chicago staff of Red- 
book. 


Pledge $25,000 


to ‘Freedom Fund’ 


of Cooperatives 


New York, Aug. 17.—Two weeks 
before the official opening, Sept. 1, 
of a three-month drive to raise 
funds for relief and reconstruction 
of cooperatives and their members 
in occupied countries, $25,000 has 
been pledged, reports Wallace J. 
Campbell, director of the U. S. 


Freedom Fund campaign. Con- 
sumers Cooperative Association 


and Midland Cooperative Whole- 
sale have pledged $10,000 each; 
Pennsylvania Farm Bureau Coop- 
erative Association, $5,000. 

Money raised by Freedom Fund 
will be used to help individual 
co-op members and to help rebuild 
premises and inventories of coop- 
eratives, supply seeds, feed and 
fertilizers and farm implements, 
and to train personnel to aid in 
reconstruction. 

U. S. campaign will be con- 
ducted by the Committee on Inter- 
national Cooperative Reconstruc- 
tion of the Cooperative League. 
Similar campaigns are being car- 


| ried on by Cooperative Federation 


of Western Australia, Federation 
of Consumers Cooperative Socie- 


ties in Buenos Aires, Swedish 
Kooperativa Forbundet, Swiss 
Union of Consumers Societies, 


VSK, and British Cooperative 
Union. The British group has 
neared its first $1,000,000 of a 
$2,000,000 goal. 


Rejoins Food Advertising 

Eddy G. Provats, formerly as- 
sistant research director of Food 
Advertising, Chicago, has rejoined 
the company and has left on a 
food research tour of several 
South American countries. Food 
Advertising recently moved _ its 
offices from the Twin Cities to 
Chicago. 


Names Argentina Agency 


Ford Motor Company, Detroit, 
has appointed J. Walter Thompson 
Company’s Argentina office, known 
as J. Walter Thompson Argentina 
S.R.L., to direct advertising in that 
country, effective Oct. 1. Ford 
recently began a campaign in 
Mexico through J. Walter Thomp- 
son’s Mexico City office. 
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Ads Proclaim 
New Studebak. - 
Carrier— Wease 


(Picture on Page 55) 
South Bend, Ind., Aug 
Headlined “A new ‘Cham; 
invasion warfare,” advertise ont. 
announcing the ‘Weasel’ ive 
been released by Studebak: or- 
poration in 1,300 news). »¢, 
throughout the country, 


tional magazines and trade \ yb. 
lications and via newsca on 
92 radio stations. Studeb er, 
“Weasel” is a military pe ne] 
and cargo carrier with tract in- 
ning gear. 


Initial newspaper copy b: y 
major markets July 31 and Aug 
7, with full-page color advertise. 
ments scheduled to appear curing 
September and October in A. jeri- 
can Magazine, The America 
Weekly, Business Week, Co!!icr’s 
Cosmopolitan, Life, Look, Nationai 
Geographic, Newsweek, Redbook 
The Saturday Evening Post, Tim 


True Story and United State; 
News. 

In addition to the 1,300 news. 
papers, the insertion was placed 


in the Chicago Journal of Com- 
wU7TCe, Lhe Curtstian scvence Von- 
tor, the CIO News, Corn Belt 
| arm Dailies, and New York and 
| san Francisco editions of The Wal 
street Journal. 

Trade publications used include 
jutomot.ve News, Automobik 
“opics, Motor, Motor Age, NADA 
julletin and Southern Automotirn 
ournal. 

Copy for the ad, half the spac 
f which is devoted to an actior 
ilustration of the ‘“Weasel’s”’ util- 
cy at a beachhead operation, say 
You'll hear a lot more about this 
gile new Allied personnel and 
| argo carrier as our invasior 

rmies roll deeper into Europe. . 

i’s Studebaker - built—and_ it’s 
| ».owered by the famous Stude- 
| »aker Champion engine. . . Offi- 
ially designated the M-29, it was 
oon nicknamed the ‘Weasel.’ ” 
Bottom line streamer of the cop) 
sserts, “Studebaker Builds Wright 
‘yclone Engines for the Boeing 
lying Fortress — Multiple - Driv 
Ailitary Trucks—the New M-29 
Weasel.’ ”’ 

Agency for Studebaker is Roch 
Nilliams & Cleary, Chicago. 


2aul Dunakin Joins 


Popular Mechanics’ 

Paul H. Dunakin, for the pas! 
|20 years an officer of the Firs! 
National Bank of Chicago, 
| 9een appointed general managé 
| f Popular Mechanics and Scienc 
Digest, Chicago, succeeding Willis 

5. Brown, resigned. 


Royal Chemical Appoints 
Consolidated Royal Chemi 

Company, Chicago, has appoint 

Campbell-Ewald Company, 


|cago, to handle advertising 
Krank’s Shave-Kreem, effe 
| Sept. 1. 


Noriega Joins Vladimir 
Alberto P. Noriega, comptr« |lt 

for various export companie 

the last 20 years, has joined 

| executive staff of Irwin Vla‘ 

& Co., New York. 


| _ 
| Lt. Lavenson Missing 

Lt. George Lavenson, son of | 
Lavenson, president of the La 
|son Bureau, Philadelphia, wh¢ 
|recently wounded in France, 
been reported missing follo 
the loss at sea of the Army 
| pital plane in which he was '& 
|turning to the United States. 
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VYore About Those 2 
New Words... 


nt 
ive 
Or- 
er 
na- 
b- } 
on 
er’s 
ne] 
iIn- 
Lug 
ise- 
ing 
eri- 
car 
r’s 
Nai 
0k 
me 
late 
WS- 
Piaced 
Com- 
Vion 
. Bel 
> Wall “Manufacturers, advertising men... even wholesale druggists . . . can kid themselves plenty 
nclude in studying ‘distribution’ figures,” a wholesale druggist told us the other day. 
TLO OU 
NADA 
mrotiw 7 ‘ ‘ . rx, ’ : ° 
‘For example, the ABC Corporation and XYZ Incorporated, both makers of vitamins, have 
Space 
Paar each done a good ‘distribution’ job in our territory. I reckon that they've each put some of 
l, say . . ‘ ; _ bd 
at this their goods in 90. ... maybe close to 100 ... of the drug stores in our area. 
l ar 
Vask 
ype. . Ve . . ; ‘ . = 
d it's So you might think that they'd be about even sales wise. Not by a hatful. NYZ sales are 
Stude- 
. Offi- : bd ; awe te y > 7 ’ agee ‘fa > # Ae ‘ ‘ rp y 1 ; . ic N iad 
Ape four times ABC volume. Simply because the XYZ gang have won fighting druggist support 
“te ' 
e co] ... got what you fellows call DISTRIBUSTLE rather than mere distribution. 
Wright 
30ei! 
Dri 
M2 “The ABC crowd get no displays, clerk recommendations or advertising cooperation of any 
Ro . , NU 
consequence. They've got thee STAGNUTION kind of distribution. 
“What's the difference’ Come down to the office some day and I'll let vou see the sales figures. 
e pasi > 
First There’s plenty of difference. PLENTY! 
», hi s 
anage . 
(oar * i. 
V 1] 
On July 31, DRUG TOPICS re- Frankly, we're advocating the idea 
oints spectfully submitted a suggestion in the hope that you'll get all het 
emi to the advertising fraternity. We up about the possibilities of get- 
een proposed that: ting distribustle for your clients in 
drug stores where they may now 
1g > ¢ ani “38 wor ig ‘Sahar ‘he ; 
Fe 1. hi cy -_ — —— enjoy mere distribution, or worse, 
distribution be abandone¢ stagnution. 
and... 
vas 2. That the two words described Naturally and inevitably we know 
a ; hereafter be used in its place. that this yen, once you get it, will 
a lead you straight to our doors, be- 
al cause the easiest. quickest and 
STAGNUTION cheapest way to get druggists ex- 
cited about any product, promo- 
(Distribution when accom- tion or program . . . the simplest 
- panied by me*chandising stag- way to = wigs! store yor esa 
“2 . : . ; ... 1s through the use of bang-up 
h nation) to describe the pres- 7 ies Dg me 
. P ‘heart i copy in DRUG TOPICS. It’s been 
lov ing ence OF a prot uct im a arug that way for years. 
y store when nothing on earth is 
_” being done by the druggist to 
—_ get rid of it 
" 
DISTRIBUSTLE RWG OFLC 
(Distribution backed by bus- 
tling merchandising coopera- 330 West 42nd Street New 
tion) to describe the presence 
of a brand in a drug store 


where clerk recommendations, 
display activity and retail ad- 
vertising support are aggres- 
sively used to spec ‘d its move- 
ment. 
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Hearings to Open 
September 28 on 
Radio Frequencies 


! 
| 


| 
| 


ings, the Interdepartmental Radio 
Advisory Committee presented a 
program which would grant 60 
channels for FM instead of the 
present 40, and 15 channels for 
television, including nine on the 
lower part of the spectrum and 


Washington, Aug. 17.—The long] six in the higher frequencies, used 
awaited hearings on the realloca-| generally for relay purposes. IRAC 
tion of the radio spectrum will) tentatively suggested that interna- 


open on Sept. 28, 


the FCC an-/tional shortwave be discontinued 


nounced today, with an invitation | because efficient engineer stand- 


for all interested persons in indus- 
try and government to testify. 

Considered essential before pro- 
duction of postwar television and 
FM receivers can proceed or new 
stations be built, the hearings will 
provide the Commission with in- 
formation to guide the allocation 
of frequencies among non-govern- 
ment users of the air waves. 

The announcement, following by 
less than two weeks a series of 
conferences at the State Depart- 
ment on the allocation of wave 
lengths, indicated the hearings 
would place greater emphasis on 
the radio needs of business and 
industry, with newcomers such as 
aviation and FM _ broadcasters 
given opportunity to present pleas 
for greatly expanded frequencies. 

At the State Department hear- 


ards would require an inordinate 
number of frequencies. 

Plans of the armed forces will 
also play a big role in the alloca- 
tion of frequencies, and will inevi- 
tably determine the number of 
channels which can be reserved 
for television and FM. Others 
interested in the proceeding will 
include manufacturers of elec- 
tronic safety devices, ultra short- 
wave point-to-point communica- 
tions equipment, and dozens of 
new instruments. 

The standard broadcast band, 
extending from 550 to 1650 kc. 
will probably remain unchanged, 
for most of the argument is over 
the higher frequencies. One issue 
is the desire of aviation people to 
combine all their frequencies now 


into one band. 

Some FM broadcasters have 
complained that FM is too low in 
the spectrum, and that better 
results can be obtained if it is 
switched to higher frequencies. 

In its report, IRAC said that 
television broadcasters should be 
permitted to continue their prewar 
standard and methods pending the 
perfection of new standards. Grant 
of 15 channels in two areas of the 
spectrum would make possible use 
of two sets of standards for tele- 
vision, until agreement is reached 
on final standards, it was asserted. 


NRI Shows Value 
of Commercial 


Position Changes 


Chicago, Aug. 17.—Nielsen Radio 
Index reports cases in which a 
change in the position of the com- 
mercial on a program increased 
the audience for the commercial 
as much as 18.7%. The volume of 
listening frequency varies consid- 
erably during the program period, 
and the NRI curve showing these 


scattered throughout the spectrum | variations is used for the purpose 


of locating the commercial at the 
point on the program having 
heaviest listenership. 

In the case of a typical program, 
identified as No. 51, Nielsen re- 
ports: “The audience of Program 
51, a late hour program, actually 
held up better than did total lis- 
tening during the time of its 
broadcast, and there appeared to 
be little opportunity for improv- 
ing the holding power or buoying 
the mknute-by-minute listening 
curve. However, an 18.7% increase 
in commercial audience (which is, 
after all, the audience the sponsor 
pays for), was achieved by moving 
the commercials to higher posi- 
tions on the listening curve, which 
in the case of this program were 
earlier in the period. 

“The reverse type of placement 
has often resulted advantageously 
in the case of programs which are 
early in the evening or which pre- 
cede more popular programs,” 

NRI also reports a case in which 
the total commercial audience was 
increased 24% by placing commer- 
cials farther apart. 

Holding power, the ability of a 
program to retain its audience 
throughout the program period, 
likewise shows great variations in 


- How’s the report? 


More than 50% of all school and camp 


advertising appearing in national magazines 


is prepared by N. W. Ayer & Son, Inc. 


For over 70 years, we have been 


advertising counsel to some of the most important 


educational institutions in 


\merica. 


N. W. AYER & SON, INC. 


Philadelphia * New York * Chicago * Detroit * San Francisco 


Hollywood * Boston * Honolulu * London 


Advertising Age, August 


NRI studies. A chart dea 
this situation shows a , 
from 12% to 92% holdin 
Based on this information 
of program composition : 
ute-by-minute listening, | 
mine turnover in the ; e) 

have been initiated by ee, 
for the purpose of improvi 
ing power for many progr; 


Video Can Double 
Postwar Business 
J. A. Miller Says 


New York, Aug. 18— Who, 
peace is declared, televisi wil 
be a force—a merchandisine for, 
—that must be recognized,” J. 
Miller, advertising and sales p, 
motion manager of the Standa 
Oil Company of New Jersey, toj 
the television seminar of the Raq 
Executives Club last night 

To demonstrate television's abjj 
ity to revolutionize merchandis;; 
methods, Mr. Miller showed a ny, 
tion picture of how his compan, 
the first to place a contract for 
commercially sponsored series , 
programs prepared especially { 
television, has sold both p: 
and ideas via telecasts. Inter 
and understanding of an advye 
tising message can be double 
through video, he explained 
ing that the new medium can a); 
build buyer confidence and desir 
for a product. 


Must Prove Superiority 


Also speaking at the televisio; 
seminar, Carlos Franco, manag 
of the station relations departmey 
of Young & Rubicam, told mer 
bers that “the final responsibilit 
for television service land 
squarely in the laps of America 
advertisers whose interests 
identical with those of the publi 
in their demand for the fines 
quality television picture.” 

“Television,” he added, “if it | 
to be accepted by the mass 3 


| radio was accepted, and if it i 
build an efficient low-cost circula 


tion for the advertiser, has | 
prove that it can produce a bette 
picture, and more of it, than an 
other media or forms of ente 
tainment which now share | 
public’s spare time and attention’ 


Names McCann in Rio 
Philips do Brasil, S. A., Brazilia 


| distributor of Philips radios : 


other products, has named 

Cann -Erickson’s Rio office 

handle all advertising exc 
outdoor for all Philips product 
except Kelvinator. McCan 
Erickson also handles Philips 2 
vertising in Argentina. 


Briefalog! 


Use a Briefalog in the 1945 |! 
trical Buyers Reference to ¢ 
the men who plan, specify, req 
tion electrical and allied e 
ment. More effective; saves a Cc 
catalog of your own. 1945 ed 
Sept. 15th. Ask ne: 
McGraw-Hill office for informa: 


They reach for 
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Ai] 


“it ...areview of the week 


lare th h 2 | f h ¢? 
‘tention.’ =» « «8 a ronic e 0 w a gS 


Rio happened 


ilips a ...a summary of past 
events 


i. ...a glorified re-hash 


Tne United States News is.. 


The United States News 


...an interpretation of 
the present 


...a forecast of the 
future 


...a spot-analysis that 
combines the meaning 
of the past as it 
affects the present 
and the future. 


ra ". . . it is a great informant, 
| and many of my friends tell me 
il of their growing interest in and 
the reliability they place on the 
€ news which they are being furnished." 
€3 L. B. Neumiller, President 


CATERPILLAR TRACTOR COMPANY 


— 


look forward to it 
arrival each week with real 
anticipation. In fact I don't e 
feel that the week has really Bo: 
started until I get my copy 


and get caught up on the new 


C. Es. Bleicher, Vice Pres & Gen. Mgr 
CHRYSLER CORPORATION, DE SOTO DIV 


Daniel W. Ashley, 


Vice President in charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 
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Look Out for the Booby-Traps| 


While the objective of most 


prints 


should be drawn up not | 


postwar planning is to increase|only for peak conditions but for | 


sales and thereby maintain pro- 
duction and employment, it is ob- 
..cus that allowances should be 
made for failure to reach the final 
objective and plans provided for 
an alternative set of conditions. 
Postwar planning which considers 
only the most favorable conditions 
as to consumer incomes and sales 
opportunities may prove to be, as 
A. C. Nielsen puts it, nothing 
more than a booby-trap. 

This leading exponent of sound 
marketing research has recently 
warned business men of the dan- 
gers of putting too many eggs in 
the basket labeled Peak Buying 
Power. His comments are not 
pessimistic, but based on sound 
common sense, and we believe de- 
serve special emphasis at this time, 
when the day for execution of 
plans is rapidly approaching. 

“A great deal of postwar plan- 
ning being done today,’’ asserts 
Mr. Nielsen, “may belong ulti- 
mately in the liability column. 

“For one thing, many such plans 
presuppose a level of consumer 
income continuing far above pre- 
vious peacetime peaks. Sales blue- 


|valleys as well—just as a soundly 
idesigned ship is built for rough 
weather as well as smooth sailing. | 
In planning for marketing condi- | 
‘tions over which we have no con- | 
trol, we should develop sets of 
plans to fit whatever pattern de- 
| velops. 
‘continuously and flexibly. 


| 
| 


“Insofar as plans deal with con- | that tl 


ditions which we can _ control 
|(e. g., marketing methods, new 
products, product design, deals, ad- 
vertising, etc.), we should be sure 
that the facts which form the 
basis of our plans are complete. 
|The diag” sis principle, based on 
jall the 1 ts, applies successfully 
to most pnases of a marketing pro- 
gram; and failure to observe this 
principle invites results which can 
be as startling as the explosion of 
a booby-trap. 

“With the return of a ‘free’ 
economy, marketing decisions will 
ibe vastly more important than 
now. And costly marketing errors, 
which frequently have _ been 
blurred by the suction of a ‘short- 
age’ economy, will stand out in 
bold relief.” 


Education in Economics 


One of the difficulties of most 
attempts to promote the system 
of individual enterprise and equal 
opportunity for all is that advertis- 
ing generalizations are seldom 
convincing. Simple 
showing how the enterprise sys- 
tem actually works in practice, to 


case stories 


the benefit of enterprisers, inves- 


and are 
usually much more helpful in edu- 
cating the public on the desirabil- 
ty of 


favorable to that kind of economy. 


tors, workers consumers, 


maintaining an atmosphere 


While advertisers can do much 
to circulate facts about the bene- 
fits which flow from a system 
based on widespread opportunity 
for individual enterprise, we be- 
ieve that magazines, newspapers 
im ther media for the dissemi- 

tion of pulic information can 
ontribute a great deal to the bet- 

understanding of the as 
ples of our ca} ilistic Gcon- 

I Their discussions need not 

ibe le a enterprise,” but 
the should consider situations 
1 the standpoint of benefits 

I are shared by workers, con- 

mers and society as a whole. 

These comments are suggested 


by an article which appeared in 
the July 22 issue of The Saturday 
Evening Post, entitled, ‘“‘Revolution 
in the Pines.” 
cessful efforts 
made by 


have been 
Southern paper mills to 
the supply of 
available for pulp production 
the introduction of me- 
methods of cutting and 
The old hand op- 
erated cross-cut saw has been dis- 
placed to a 


which 
increase 
through 
chanical 


loading timber. 


considerable extent 


through the use of power-driven 
equipment, which not only steps 


the 
drudgery of the workers, increases 


up production, but reduces 


their incomes and at the same time 


es the logging contractor a bet- 
ter return on s efforts 

This article was not labeled 
“economics,” but it is a splendid 
example of public education in 

ir type of economic system. It 


ws the importance of improved 


machinery, and explodes the idea 


that better equipment menaces the 


| 
| 


| 


/one by 40. 


It reports the suc- | 


;dollars in 


timber | 


welfare and incomes of workers. 
It likewise proves the importance 
of the enterpriser, who employs 


ingenuity and capital in providing 
better methods and machines. 


| and 


—Farm Journal & Farmer's Wife. 


"Absolutely nuttin’ to read—just help wanted ads." 


To do this we must plan | Zareh, Inc. 


For war workers who grumble 


affluence, Boston merchants have 
been vying with one another to 
supply the demand with a series 
of such advertisements as the fol- 
lowing placed by a local 
street merchant. 

In a one-column box, topped by 
a white on black initial ‘‘Z’’, Zareh, 
Inc., says, ** I just read a synop- 
sis of a review of a book 
Oliver Wendell Holmes 
less my memory fails me (and 
whose wouldn’t on this pheno- 
barbitol the Cubans call gin) the 
good justice’s father is 
have said that if a man was to be 
considered a success he must be 
That little crack has 
disturbed me ever since because I, 


and un- 


just miss 


|ing agency receptionists, has just 


| been pointed 


ne prices on garments are | Golden State Company Ltd., Cali- 


|not in keeping with their current 


out to us 
fornia dairy organization. 

The booklet, titled “How to 
Make People Hate You and 
Vice Versa,” was handed out to 


ithe dairy organization’s employes 


State | 


| And 


with the suggestion that it may | 


be “more fun and profit for all of 
us if the vice-versas are followed.” 
it probably would be more 


| profitable, at least, although that 


about | 


said to) 
| son’s 


opinion doesn’t seem to be gener- 
ally accepted. 

Copy instructs employes in the 
most efficacious method of irritat- 
ing customers, suggests that ste- 
nographers emulate Betty Grable’s 


manner of dressing, Andrew Jack- | 
spelling and Will | 


way of 


Rogers’ use of chewing gum, and 


even advises the boss on how to 


|mistreat his help. 
Zareh (of the State Street Zarehs) | 


being a success by a| 
paltry few thousand customers 
and what is more to the point 


have but five days left to reach 
the dreaded dateline (photostatic 
copies of my birth certificate plus 
autographed pictures of my wife 
children will be sent to all 
who are doubtful upon receipt of 
a self-addressed envelope and ten 
stamps). Yes, I'll be 
middle aged come Thursday at 3:41 
a. m. and where to get those 
measly ten or fifteen thousand 
customers that separate me from 
what I am and a writeup in For- 
tune is a problem. Would you by 
any chance care to help? Any 
slight gesture such as the purchase 
of one of our new sports shirts at 
$15 (guaranteed fast color) or the 
selection of one of our pretty Per- 
sian pastel print ties at $7.50 
(positively won't fray before three 
wearings) will enroll you_ in 
Zareh’s humble campaign for 100.,- 
000 new customers. 

“Now I know this appeal is a bit 


irregular but I didn’t write the 
book and as Marquand has said 


before me, there is ‘so little time.’ 
Do something, Brother, I beseech 
you, or, if that is embarrassing 
financially, do somebody and let's 
divide. Zareh, Inc., 25 State St.” 


How to Make People Hate You 
A booklet whose tenets are prac- 
ticed by practically every wilted- 


|}collar worker in the land, except- 


Perhaps the San Francisco office 
of BBDO, which handles the 
Golden State account, will reveal 
results obtained from the booklet. 


The Toper Does His Part, Too 
Advertising with the subtlety 
of a pile-driver appears in a re- 
cent edition of the Residential 
Hotel, in which copy by the Wine 
Advisory Board offers restaurant 
men a bottle topper card to place 
wine bottles. 


on But the wine 
bottles are to be on the table when 
the customer arrives! The ad ad- 
|vises: “Place an unopened bottle 
or half bottle of wine on every 
table. Slip one of these ‘Self- 


Selling Bottle Toppers’ over the 
neck of the bottle. The topper 
does the rest.” 


Jottings 

Proving that secretaries are con- 
scious of perfection in their work, 
1,200 copies of a free booklet of- 
fered by Horder’s, Chicago office 
supplies and equipment, were re- 


quested in one day following a 
mention of the booklet in a local 


newspaper column. Recently re- 
vised second editions of Horder’s 
16-page, 415 x6” booklet, “Ac- 
cepted Usage in Punctuation, 
Forms, of Address and Capital- 
ization,”” include the grammatical 
text, postal regulations and five 
pages of advertising of its prod- 
ucts. 


by the | 


Advertising Age, August 


The following docume; 
be secured without char; 


companies sponsoring th, 
through ADVERTISING AGE. 
national advertiser or ad\ in 
core executive writing his 


bus‘ness letterhead. 


| 


No. 2389. Film List. 


Production Equipment ice 
/sued this list of education nd 
|}other motion pictures 
| films available for use in indust; 
| The material includes titles, 
fications, brief descriptions, ce 
and terms on which the films ma, 

be obtained. 


an 


| 
| No. 2390. Get Ready Now to Sell 
Television. 
| A foreword on the role of re- 
tailer and servicer in television 
by James L. Fly, FCC chairmar 
‘opens this handbook, issued }) 
| Caldwell-Clements, Inc., publishe; 
lof Radio & Television Reta 
land Electronic Industries. 
profusely illustrated material, 
signed as a guide for merchant 
in development of television sales 
/campaigns, also contains a lot of 
| general information about the 
dium, questions and answers o: 
|postwar sets, a list of televisio 
| organizations, etc. 


No. 2391. WELD Presents Its 
Story of Facsimile. 
Columbus’ Station WELD, Ohio’ 
| first FM outlet, has issued thi; 
| booklet “fas a contribution to 

| better understanding of facsimile 
land its unlimited possibilities.’ 
Pictures contained in the booklet 
|were reproduced from receive! 
copy, and the descriptive material 
covers the background of the sta- 
tion’s operation and the possibili- 
ties for the future of the medium 


No. 2392. New 
Calendar. 
This calendar, issued by _ the 
New York Mirror, covering the last 
|half of the year through January 
1945, indicates special days and 
weeks for merchandising tie-ins 
public and parochial school holi- 
days and other information. 


York Retailer: 


| 


No. 2387. Residential Building 
Potentials. 
This 


booklet contains a_ stud) 
by Thomas S. Holden, chairman o! 
the committee on postwar con- 
struction markets, F. W. Dodge 
| Corporation, dealing with the out- 
/look on postwar home building. [' 
discusses factors leading to con- 
clusions on the extent of hom 
ownership, types of dwellings, 0s! 
classifications, etc. 


No. 2388. Is This Strictly a ’r- 
vate Fight ... or Can We x 
In? 


The New York Post has is 
this broadside containing fig: ré 
on advertising linage in New \ 
newspapers, showing the sc¢ 
gains and losses—in various 
sifications, 1934-1943, and inc 
ing the first four months of 1: 44 
The Post good-humoredly 
itself into the six-day vs se 
day-figure controversy, and 
vides a scoreboard showing : 
year trend of New York da 
linage, six days vs six days. 


No. 2303. A Survey of Pittsb 
Consumers’ Postwar Plan 
The maps, charts and table 
this consumer survey, issued ° 
the Pittsburgh Press, provid 4 
wealth of information about 
present wartime Pittsburgh an 4 
forecast of the future. The i 
terial covers family status, sh P- 
ping habits, employment, plans ©! 
postwar building and impro © 

ments, etc. 
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| the War Department and_ its| United States, or the overseas the- | Fina Names Moss Agency Loress Tissue to Ayer 


1944 
aga 
|morale division is deliberately in-| ater of operations. When trans- : ; oe ‘ a ae 
3 Congress Clarifies |tended to discredit,” he said. portation facilities interfere, selec- | Michael C, Fina Company, New Personal Products Corporation, 


adver 


| The War Department ruling was|tion of reading matter is left to | York, maker of fine silverware,! Milltown, N. J., has appointed 


: ante ae: re +;.|has named Moss Associates, New| N. W. Ayer & Son to handle ad- 
S ‘ he law in-|the A to determin mparti- | “ge lat. vs 
le ier Vote law — er mh mevideelie bes en ee | York, to handle advertising. Full | vertising for Loress facial tissues. 
Oia la fine and prison sentence for of- | ———— | a etene in 2 mal publications 
es eee “ ‘er eT ail “1: : are ing used. 
» hiteatt em. of mesterkat designed to in-| “aarer name tee ectenea ae 
Of KU ICa ions | fluence the election, unless such} .. vice-president in charge of cre- Acquires Stokermatic 
1a) |materials had been specifically re-| ative production of Compton Ad- Rheem Mfg. Company, Chicago, 
on Ww ngton, Aug. 16.—Alarmed | Guested by the soldiers. | vertising, New York, to join the| has acquired the business of the 
01 ie mwide indignation over | Under the bill post exchanges | philadelphia office of Hutchins! Stokermatic Company, Salt Lake 


ip of reading material for | and ship stores could handle any | Company as vice-president in| City, manufacturer of automatic 


in| ‘eT . 
mi oe of the armed forces here | Magazines, books or newspapers|charge of radio and television coal stokers, stoker-fired water 
hic Mian oad, Congress completed|of general circulation in the| programming. heaters and basement furnaces. 
** BBinodiication of the Soldier Vote 
Law | day less than 24 hours after | 
ymenciments were introduced lift- | 
” possible restriction on the | 
is- Ma dict tion of books, magazines 
nd nd wspapers of general aoa | 
lide lati : 
tr Wr tien by Chairman Theodore 
Green of the Senate election com- | 


mittee on the basis of discussions | 
with Army officials, it is designed | 
Nay Be. oovrect language in the original 


Mt Ve 
to i 
act which allegedly forbid the 
Arn from handling any book, 
to Sell Mmagazine or newspaper for wait a 
sold preference had not previ- 
' ly been established. | 
Vision Protests Interpretation | 
lirmar 
led by 


; 


Army’s interpretation of the | 
blishe law had — bo Ng Opes me | F 
ariglapeci. yf a list of more an maga- wu ‘ 
tailing Myines, including nearly a hun- n May, the question What one magazine do 
. The HRdred of the pulp variety, which 
ial, de- MBcould be handled by post ex- 
rchants gehanges, or distributed in camp 
n sales Mpospitals or libraries. On_ the 
lot of Mgsame theory the Army banned all id b di f ) , 

ne. (foreign or U. S. newspapers pend- | you consider most broadly useful to you as a management man in 
om “S- Bing creation of a “preferred” list, 
On Bland 


a number of popular books 
€Vision Hon controversial issues. 
Congressional action modifying 
the law was unanimous in both 
ts Its houses, with only Senator Robert i ed ; 1 H H 
ouses, with only Senator Robert business” was put to the presidents of all the companies listed in 
Ohi massage, voicing a protest. He had 
: °* Hiisserted from the beginning that 
“d this Bithe Army interpretation of the law 
1 lo &@fwas strained. “The interpretation | 


rors Ap els Bedi « ye -ned Poor's Register of Directors & Executives. 


booklet Memany persons have suggested to | 


eceiver Mane that the course pursued by | 
laterial 
he sta- 
yssibili- Th * — . 
diam e survey from start to finish was in the hands 
tailers 
DY the 
» last 
abe | of Ross Federal Research Corp. 
ys and | 
tie-ins mi : : ‘ 
] holi- Che Diesel engine has inher- 
: ent qualities of economy and 
flexibility of application giving Th + au e “ 
piisieg ll & ik Gaeta soineiien e answer was unequivocally “Business Week”. 
in diversified fields of power 
| study needs. Consequently there will 
man 0} always be a Diesel market. In 
- * war, the Government services 
odge ‘ ‘ " 
ee ciils provide the Diesel market. The 
ae i Post War market will provide \} Ny 
tens of thousands of customers. eZ : 
0 § > 
FEE «alice a Biscel dae You have many \\.-/ things to say to management-men 
gs, os! power plants and tractors, we \e 
shall have Diesel railroads, bus 
lines, motor freight; probably 
= tee Diesel automobiles and Diesel 
We x 
airplanes. 


issueé HH Railroads will be one of the And one best place to say them. 


ng : mojor purchasers of Diesels be- 

w . 4 

an e no form of power on rails 

act . . 

is equal the Diesel in econ- 

bac efficiency and_ reliability. 

yf 1:44 , : ; 

vy ansportation is a part of | 

i aad the overall cowerane of Amer ; , : : P , _ * 

4 n | pois yee : ea Business Week is the one news magazine which is all busi- Studies prove that per dollar you can reach more (and 
te - ( only A.B.C,. ese aga- . " ‘ ‘ . i 

ga 0- tiv x. MOTORSHIP and ness, #s editors all business writers, its readers all business more) management-men throughout al! business ond indus- 
da )' SEL POWER & DIESEL men. Business Week is sold only by subscription. And Trend try in Business Week than in any other magazine 

S. !) \NSPORTATION, 

tsbi 9 ie field of transportation on 

lan la’ | and sea provides one of the ®» R : . _ 

ble. be: iaustietine Rear Sidi aaniibiens, Details will be sent to you on request to Business Week, 330 West 42nd Street, New York 18, N.Y. 


“DIESEL td x 
BLICATIONS, INC. . 
2 LEXINGTON AVENUE 
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500,000 


Shay 


STOCK PHOTOS 


NTE FOR INFORMATION 
UT OUR CATALOGUE 


KAUFMAN & FABRY CO. 


_ WABASH AVENUE 
CHICAGO | 


Medical Ad Series 
fo Promote Candy 
as Diefary Aid 


| Chicago, Aug. 15.—To foster an 
|appreciation among members of 
|the medical profession of candy 
|as a dietary adjunct, a series of 
‘ads on “The Why and How of 
| Confections” is being released by 
| the Council on Candy of the Na- 
| tional Confectioners’ Association. 

| The new series is in addition to 
the association’s $1,000,000 two- 
year campaign to educate the pub- | 
‘lic in the nutritional value of 
| modern confections, (AA, July 3), 

| handled by Leo Burnett Company, | 
| Chicago, which began in July | 
| with copy advocating candy as an | 
|energy builder. Advertising di- 
| rected to the medical profession, 

Loame, L. G. Maison & Co., Chi- 


cago, will begin with a page in the | 
Aug. 26 issue of the Journal of | 
the American Medical Association. | 


| in September 
|tions serving 


The same initial copy will appear 
issues of publica- 
special medical 


groups, nurses, public health of- 


| ficials, etc. 


l; 


Stressing the nutritional value 
of candy, the advertisements will 
present the “Nutritional Platform”’ 
of candy as accepted by the Coun- 
cil on Foods and Nutrition of the 
AMA, for use in publications of 
that association, with the series 
based on each of the eight follow- 
ing points: 

“1, All candies supply high ca- 
loric value in small bulk. 

“2. The food energy supplied 
by candy (as carbohydrate) re- 
quires the least digestive effort to 
become available. 


Provides Proteins, Fats 
“3. Many candies, because milk, 
butter, 
| able foods are used in their manu- 
facture, to this extent provide also 
appreciable amounts of biologically 
adequate proteins and of fats rich | 
in the valuable unsaturated fatty 
acids— 

“4. . present goodly amounts | 
of the important minerals calcium 
phosphorus, and iron— 

“5. .. . and contribute a. fair 


, 


fruits, nuts, and other valu- | 


share of thiamine, riboflavin and 
niacin, hence rarely call on other 
vitamin-bearing foods for their 
utilization. 

“§. Candies are of high satiety 
value; eaten after a meal, they 
contribute to the sense of satisfac- 
tion and well-being the meal 
should bring; eaten in moderation 
between meals they stave off 
hunger and fatigue, without af- 
|fecting the appetite for the next 
meal. 

“7. Candy is more than a mere 
source of nutriment ... it is a 
morale builder, a contribution to 
the joy of living. 

“8. Candy is unique among 
foods in that it shows relatively 
|less tendency to undergo spoilage, 
chemical or bacterial, which might 
endanger life and health.” 


Sees Industry Aid 


“Candy should rightfully be 
| considered a valuable food, as in- 
| dicated by the acceptance of the 

‘Nutritional Platform’ by the 
| Council on Foods and Nutrition 
|for advertising in the journals 
| published by the AMA,” Dr. Mai- 
|/son asserted. “Thus a recognition 
of the nutritional value of candy, 
| when eaten in moderation, and at 


through more than forty years. The words 
“No Springs—Honest Weight” 


weighing device recognized as accurate and 


reliable. . 


Toledo Scales perform countless services 


in both commerce and manufacture. . 


. a device known the world over. 


identify a 


. The 


M TOLEDO SCALES.. 
E One of America’s oreat industries 


Confidence in Toledo Scales has been earned 


Toledo engineering staff is the largest and 
most respected in the industry. Tangible 
evidence of Toledo Scale Company progress 
is found in its new plant, the most extensive 
and the most modern in the world devoted 
to the manufacture of automatic retail and 


industrial scales and special testing devices. 


and this is the TOLEDO BLADE 


Confidence in the Blade has likewise been earned by many years of 


service... 


more than a hundred years.. 


service to the community of which it has been a part for 


. This confidence is perhaps best proved 


by the fact that today there is a Blade for every Toledo home. 


‘the right time, is established, 
which should go far in aiding tke 
candy industry.” 

Saying that science now realizes 
laboratory nutrition, and 
good to them,” Dr. 
that “the psychic phase of eating, 
the joy of eating, must be recog- 
nized as an important phase in 
nutrition.” 

The dental profession will not 
oppose the campaign on the basis 
that candy causes dental decay, 
the agency chief believes, because 
medical authorities are not agreed 
as to what causes caries. 


Year-Long Drive 
to Promote Tea 
Garden Products 


San Francisco, Aug. 16.—Tea 
Garden Products Company has 
launched an extensive new adver- 
tising campaign to stimulate con- 
sumer demand for Tea Garden 
delicacies. More than 30 West 
|Coast newspapers will be used 
| throughout the year’s campaign, 
which starts this month. 

Women will be reminded how 
good Tea Garden Products are and 
how much they can help in plan- 
ning good meals. The campaign 


recipes and menus have for 
men readers. Every ad gives a 
“Menu Hit,” suggesting foods 
which will combine well with the 
specific Tea Garden product being 
advertised. Part of the series will 
boy of advertisements for spe- 
cific items; other ads will be more 
| general, covering all jellies or all 
preserves. 

Price cards and other dealer 
|aids supplement the advertising, 
|}and are being made available by 
_Tea Garden salesmen. 

Erwin, Wasey & Co., San Fran- 
| cisco, is the agency. 
| 


ro to Head 
Hotpoint Division 
| Maj. 
charged from the Army air forces 
after 18 months’ service in the 
; South Pacific, has been appointed 
|to head the newly formed Hot- 
| point department store sales divi- 
sion of Edison General Electric 
Appliance Company, Chicago. 
Maj. Slasor was Detroit district 
|sales manager for General Elec- 
tric from 1934 to 1939 when he 
became sales manager for Electric 
Appliances, Inc., Edison General 


Electric Appliance distributor at 

Indianapolis. 

Amperex Reorganizes 
Amperex Electronic Products, 


is based upon the appeal which | 


Floyd Slasor, recently dis- 


that human nutrition differs from | 
that | 
“people want to eat what tastes | 
Maison said | 


| 
| 


Wwo- | 


| 
| 


Brooklyn, N. Y., has been reorgan- | 
ized as Amperex Electronic Cor- 
poration, an _ affiliate of North 


American Philips Company. 
yond the resignation of N. Gold- 
man, senior partner, because of ill 
health, no personnel or — 
changes will be made. 


Be- 


SALVAGE ALL WASTE PAPER 
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N. Y. Central Name: 
Metzman President 
Gustav Metzman, vice-pi\ dey, 
of New York Central Ro: soa, 
has been elected president the 


company, succeeding Fred: cE 
Williamson, who has resign: 


> be. 
cause of ill health. 

Starting his railroad ca i 
1903 with the Baltimore hi 
Railroad, Mr. Metzman joine: Ne, 
York Central in 1920 as transpor 
tation assistant to the vice-)regj- 
dent. On Jan. 1 this year, > wa, 
named vice-president in ( agi 
J. L. McKee, vice-presiden: anq 
general manager of Michigan Cey 
tral lines, succeeds Mr. Meivma; 
KVOL, KPLC to NBC 

Stations KVOL, Lafayette, La 
and KPLC, Lake Charles, La 
both 250 watts operating on un. 
limited time, have joined NRC a 
supplementary stations to the 
South-Central group, availabk 
only in a package and in combina. 
tion with WSMB, New Orleans 
KVOL is owned by the Evangeline 
Broadcasting Company and oper- 
ates on 1340 kilocycles, while 


KPLC is owned by the Calcasiey 
Broadcasting Company, operating 
on 1490 ke. 


‘I keep forgetting 
that Tacoma is 
Washington's 

Second Market.” 


When scheduling Washing: 
ton State, it’s imperative to 
remember Tacoma’s strong 
market position. Tacoma- 
Pierce county is second in 
population, retail sales, bank 
debits, effective buying \»- 
(Authority — Sa'es 


Management May 19/4 


come. 


Survey of Buying Powe.) 


- 


this fact, too. 
The Tacoma News Trib 
— and only the News Tr 


une — effectively covers 1 1¢ 


Remember 


La) 


J 


Tacoma market. 


Tacoma — and 


the Nes 
must buy” 
Ask Lorenzen ad 
Thompson for the compl: ‘¢ 


Tribune — are “ 


always. 


Tacoma story. 


TNows Tribu 


TACOMA, WASHINGT ON 
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Here was a chance for the visiting firemen to pit 
their skill against the locals. First to water the 
weather vane won the prize—and the plaudits 
of the crowd. 

As like as not, you'd see Postmaster Martin, 
Tom Warner the Blacksmith, and even such dig- 
nitaries as Judge Jones and Bank Director 
Wellington in the hometown crew—working like 
mad and needling the equally hard working, but 
definitely inferior, boys from down the river. 

But, everybody was the winner there. Democ- 
racy was working, too—just as it is now in 
thousands of modern communities where ener- 
getic, prosperous Americans live and work to- 
gether. It is in these friendly towns and smaller 
cities that PATHFINDER magazine, for 50 years, 
has upheld the traditional standards of the 
people—and held their interest and respect. 


Better now than ever—more vigorous, -well- 


PATHFINDER BLDG. 
WASHINGTON, D.C. 


GRAHAM PATTERSON, Publisher 


printed and illustrated—-PATHFINDER has real 


influence, and is depended upon, where more than 


half the country’s retail stores do so much of its 


business. You will find as have so many other national 


advertisers that PATHFINDER points the way to, 


and within, this tremendously important market. 


ADVERTISING OFFICES: 


Chicago, 180 North Michigan Ave. . 


Philadelphia, 230 West Washington Square * New York, 420 Lexington Avenue 
Detroit, General Motors Building 
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Malet, You bet, 
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\ 


under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago a 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 


Memphis, St. Louis, San Francisco 


250 Park Ave., New York | 


N Y. Dailies to Run 


~ there’s something new Ad Explaining 


Ratio Study 


| 
| New York, Aug. 


jad 


16.—In a joint | 
in eight business 
| issues on or shortly after 


papers, in 
Sept. 1, 


|'the eight general New York city 
|/newspapers will reply to broad-/| 
criticisms of their study | 


| casters’ 


(AA, May 15) titled “Newspaper | 


| Readers and Radio Listeners.” 


| That study, made in answer to| 
| the National Association of Broad- 


|casters’ presentation on _ retail 
|opportunities in radio, titled | 
“Airpower,” was sponsored by 


New York Newspaper Advertising | 


Managers’ Association, 


with Ver- 


non Brooks of the World-Telegram | 
as chairman. 


It 


pr 


esented 


audiences 


and | 


| sponsor identification of 21 retailer | 


ley, 
almost 


programs, 
Inc.,’ 
half 


and 
of 


“as) analyzed by Cross-| Inc. 
concluded 
these 
attracted less than 1% 


that 
programs 
of the sets 


Sta ff Correspondents Report 
on Detroiters at Front Lines 


When Detroit's G.1. Joe or G.1. Jane does something unusual 
on the other side of the water. Detroit folks want to know. 
Detroiters are spontaneous and generous hero worshippe rs of all 
who are engaged in defeating the enemy but it’s natural to be 
specially interested in the neighbor’ s boy down the street who 
used to deliver The News to you. if vou haven't a boy or girl of 
your own in uniform. 

So The News sent two of its own corre sponde nts to seek out 
Detroit bovs in fox holes, Detroit girls in important war roles 
abroad. Blair Moody and John M. Carlisle, Jr.. outstanding 
reporters and trained from cub days on The News have relay ed 
to the folks back home the adventures of Detroit's own—their 
gripes and their cheers. Detroit News 
home 


And so in characteristic 
manner, it has enhanced its influence as the 
of Detroit. 

()t course 


newspaper 


The News carries all Associated Press. United Press 
services and in addition the services of the North American News- 
paper Alliance and joint Detroit News and Chicago Daily News 
Cable Service. But it feels that America’s greatest industrial 
city must have local interpretation of news which can come only 
from men with local background. So The News maintains its 
own bureaus in Washington, New York. Lansing and Holly wood, 
also, and its own correspondents frequently rove the world. 


JOUN M. 


Detroit News ; 


CARLISLE. 


JR. 


Advertising Age, August : 


Wrigley, Getz 
Discuss Purcha:s 
of ‘Daily News 


1 the New York market. Cross- 
ley also serves Cooperative Analy- 
|sis of Broadcasting. 
| Median cost of reaching 1,000 
radio homes through the 21 pro- 
| grams studied was $4.57, the news- 


’ 


| papers’ study showed, as against 
|a median cost of $1.16 for reach- Chicago, Aug. 16.—Ph K 
ing 1,000 women readers of 94| Wrigley, chairman of the b 


the William Wrigley Jr. Co 
and George F. Getz Jr., ( 
business man, were add 
week to the list of pros; 
purchasers of the Chicago | ),j| 
News. 7 

Holman D. Pettibone, 
of the Frank Knox estate anq 


retail newspaper ads. 

Two weeks later (AA, May 29), 
Archibald M. Crossley, president | 
of Crossley, Inc., said that conclu- 
|}sions reached in the newspapers’ 
| radio survey were made without 
his organization’s “knowledge or 
|consent.” He also criticized such ; : 
statements by the newspapers as/| President of the Chicago | 
“two-thirds of the advertisers| Trust Company, said that Li] 
‘could not be identified in a single | 12V estigations and discussio: 
one of the radio homes _ inter- | 80!N8 on, “no decisions had bee 
viewed a reached.’ 

Before the annual | Mr. Wrigley, who said t ac 


meeting of|,,. rie , iis 
| Newspaper Advertising Executives — in cae, aed a 


Association in New York (Aa,|M aie : 

June 12), Mr. Brooks said that the know what the outcome a 

| New York newspapers’ radio study | sort of proposition. So far I has 

followed “the published recom-| reaver seen a price mentioned” 

;mendation of the National Associa- | Among others named ar 

tion of Broadcasters . Crossley, Knight, Sw troit ond ys Sng ne 
.,v88 approached - rg Higher, Adlai E. Stevenson, for. 

ssion ‘or the | merly an assistant to the late Frank 
Also included in it were|Knox and the Taft Publi 
M. Clark news- Company, Cincinnati. 


“conducted in a 
Aldens CMO Moves 


manner similar to the Continuing 
Study of Newspaper Reading,” 

New York offices of Aldens Chi- 
cago Mail Order Company 


;}conducted by Advertising Re- 
been moved to 200 Madison 


~~ & 
1 


| cepted 
| study. 

data from the L. 
| paper surveys, 


| search Foundation. 

The New York newspapers’ ad, 
| Mr. Brooks said, will reply spe- | 
‘cifically to criticisms of the study 
| made by NAB, individual broad- 
|/casters and radio trade publica- 
|tions, through L. E. McGivena & 
Co. 


Issues Packing Booklet 

| California Packing Corporation, 
San Francisco, has issued the 21st 
,edition of its Calpak Annual, 
| 27-page booklet containing pack- 
ing statistics for California and 
ithe United States. A map of 
| sources of supply shows the loca- 
| tion of canneries, dried fruit estab- 
|lishments, farms and ranches of 
|the California Packing Corpora- 
| tion. 
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Total Drug $ 9.000 1,414,000 6 383 —a good market now 
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more facts. 
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1944 
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1942 
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1941 
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1939 


NATIONAL REPRESENTATIVES 
FREE and PETERS 


PEORIA BROADCASTING CO. « PEORIA, ILLINO > 
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an NE bbscription for one year and send me a bill for $2.00. 
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ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 toh }  - Papeated — Seen acted upon: at the proper 
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This done, no fear need z production and training that followed Pearl Harbor. 
be felt as to the suprem- a 
acy of America in the air. fi We would have been ready when the 
. . 44 
The necessity for air pres J = Japs struck; we would have saved billions of 
paredness has been (i ; — 
Ameathiehid. i dollars and the lives of thousands of America's 
4 finest young men — needlessly sacrificed 
It took this war to 7 
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as a . 
of It is keeping up the fight for what stupidity is not. 
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i in the aeronautical field. 
24 Issues a Year 
_ America’s Premier Aeronautical Magazine 
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You bet, 
~ there's something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
\ offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago = 
National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles | 
Memphis, St. Louis, San Francisco 


250 Park Ave., New York | 
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in the New York market. Cross- - 
N. y Dailies {0 Run ley also serves Cooperative Analy- Wrigley, Getz 
| sis of Broadcasting. * 
| Median cost of reaching 1,000 Discuss Purcha. 3 
radio homes through the 21 pro- e i 
Xp aining | grams studied was $4.57, the news- of Daily News 
| papers’ study showed, as against 
|'a median cost of $1.16 for reach- Chicago, Aug. 16.—Phi! K 
-ing 1,000 women readers of 94| Wrigley, chairman of the bo of 
ha i0 u y ‘retail newspaper ads. the William Wrigley Jr. Co: = 
Two weeks later (AA, May 29),| 2nd George F. Getz Jr., ( Bi 
New York, Aug. 16.—In a joint| Archibald M. Crossley, president | business man, were add Lis 
ac in eight business papers, | ‘of Crossley, Inc., said that conclu-| week to the list of pros; ve 
issues on or shortly after Sept. | sions reached in the newspapers’ purchasers of the Chicago ly 
'the eight general New York city | radio survey were made without | News. 
/newspapers will reply to broad-| his organization’s “knowledge or Holman D. Pettibone, tee 
|casters’ criticisms of their study | consent.” He also criticized such| Of the Frank Knox estat 1d 
(AA, May 15) titled “Newspaper | statements by the newspapers as| President of the Chicago Tilo 4 
|Readers and Radio Listeners.” “two-thirds of the advertisers| Trust Company, said that le 
| That study, made in answer to| ‘could not be identified in a single | investigations and discussion: are 
'the National Association of Broad-|one of the radio homes. inter- | ing on, “no decisions ha en 
casters’ presentation on _ retail | viewed as foe” ‘ as 
(opportunities in radio, titled) Before the annual meeting of Mr. Wrigley, ag said t le 
‘“Airpower,”” was sponsored by | Newspaper Advertising Executives had Siseuaene sige Fi ge = 
New York Newspaper Advertising | Association in New York (AA, | er. gee recently, & ed, “I don't 
Managers’ Association, with Ver-| June 12). Mr. Brooks said that the | SnOW What the outcome of our 
non Brooks of the World-Telegram | New York newspapers’ radio study discussions will be a a sec iT 
as chairman. lfollowed “the published recom- | Sot of proposition So far ve 
It presented audiences and|mendation of the National Associa- | "®ve Seen a Price mentioned. 
| Sponsor identification of 21 retailer | tion of Broadcasters . Crossley, Among others named are as 
programs, “as analyzed by Cross-| Ine. . was approached and ac | Knight, Detroit and Akron - 
ley, Inc.,” and concluded that| cepted the commission” for the | lisher, Adlai E. Stevenson, for- 
almost half of these programs) study. Also included in it were | metly an assistant to the late Frank 
attracted less than 1% of the sets data from the a M. Clark news- | Knox, vajgg Pec bei Publ ng 
| paper surveys, “conducted in a Company, —— 
manner similar to the Continuing 
‘Study of Newspaper Reading,” Aldens CMO Moves 
fee gy Alga ertising Re- New York offices of Aldens Chi- 
The New York newspapers’ ad, mee Beall Rag yore aaae 
| tr. Brooke said, will reply spe- been moved to 200 Madison Ave 
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| made by NAB, individual broad- 
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100 East Ohio 
Chicago 11, 


BLAIR MOODY 


Population 


Staff Correspondents Report 
on Detroiters at Front Lines 


When Detroit's G.1. Joe or G.1. Jane does something unusual 
on the other side of the water. Detroit folks want to know. 
Detroiters are spontaneous and generous hero worshippers of all 
who are engaged in defeating the enemy but it’s natural to be 
specially interested in the neighbor's boy down the street who 
used to deliver The News to you. if vou haven't a bey or girl of 
your own in uniform. : 

So The News sent two of its own correspondents to seek out 
Detroit boys in fox holes, Detroit girls in important war roles 
abroad. Blair Moody and John M. Carlisle, Jr.. outstanding 
reporters and trained from cub days on The News have relaved 
to the folks back home the adventures of Detroit's own 
gripes and their cheers. And so in characteristic 
manner, it has enhanced its influence as the 
of Detroit. 

Of course The News carries all Associated Press, United Press 
services and in addition the services of the North American News- 
paper Alliance and joint Detroit News and Chicago Daily News 
Cable Service. But it feels that America’s greatest industrial 
city must have local interpretation of news which can come only 
from men with local background. So The News maintains its 
own bureaus in Washington. New York. Lansing and Hollywood, 
also, and its own correspondents frequently rove the world. 
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PEORIA BROADCASTING CO. « PEORIA, 
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AERO DIGEST claims that had the suggestion 


opposite — made nineteen years ago and frequently 
repeated — been acted upon at the proper 
time, we would not have had the mad scramble in 
production and training that followed Pearl Harbor. 
We would have been ready when the 
Japs struck; we would have saved billions of 
dollars and the lives of thousands of America's 
finest young men — needlessly sacrificed 
because of the lack of vision of those who could — and 


should — have seen to it that we were prepared before 


— not after — we were at war. Ignorance is excusable — 


stupidity is not. 


of - Ree = 7 = t ¥ us * t 
No ee ieee > ’ ? >»; , 
tage Stamp Rearend cae ff Ses =i 
lecessary es = ; 
alied in the 
ited Sta’ 
We owe it to the youth 
who will give their ser- a 
vices — yes, even their 3 
lives—to the success of . 
our Air Defense, that © 
they be given the oppor- : 
tunity to meet the enemy P 
atleast on equal grounds. r 
This done, no fear need e, 
be felt as to the suprem- a 
acy of America in the air. ; 
The necessity for air pre- j 
paredness has been (i, 
demonstrated. i} 
tH 
It took this war to 4 
get action on the above. 
s SEM ee 
Ss 
" It is keeping up the fight for what 
d we believe in that has made AERO 
. DIGEST the preferred publication of 
2 those who read, and buy, and sell 
A in the aeronautical field. 
24 Issues a Year 
a America’s Premier Aeronautical Magazine 
) 
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7 ‘ ’ 
Two Join ‘Seventeen 
Eleanore Hillebrand, formerly 
director of fashion publicity at 
Lord & Taylor, New York, has 
been appointed fashion editor of 
Seventeen, New York. Estelle 
Ellis, former woman’s editor of 
Click and promotion manager of 
Design for Living, has been named 
promotion director. 


They Say 
“PLASTICS WORLD 


produces flocks of in- 


quiries for advertisers.” 


POST WAR /T WILL BE A 


PLASTICS WORLD 


CLEWORTH PUBLISHING CO, + 551 FIFTH AVE., 
NEW YORK 17, N.Y. 
° CLRVELAKO Los AWCELES 


CHieaco + SAM PRARCISCO 


Three Drug Houses 


Run Campaigns 
for Ad Brands 


Sterling, Vick and 
B-M Stress Value 


of Trademarks 


New York, Aug. 16.— Three 


leading drug advertisers, in differ- | 


ent ways, currently are running 
educational campaigns against 
grade labeling and other efforts of 
consumer and _ political groups 
that would jeopardize advertised 
brands. 

Sterling Drug, Inc., has con- 
ducted an advertising campaign in 
drug trade papers and in advertis- 
ing business papers since Jan. 1, 
through Thompson - Koch Com- 
pany, on the influence of trade- 
marks on people’s lives. 

A short time ago, Vick Chemical 


, Company placed two small ads in 
all small town papers in the coun- 
try, through Morse ...‘ernational, 
on the reliability of advertised 
| brands. Vick also provided a fea- 
|ture news article and an editorial 
| to these papers, “a surprisingly 
|large percentage” of which, the 
company said, published them. 

In its radio programs, through 
| Young & Rubicam and Doherty, 
Clifford & Sherfield, Bristol-Myers 
| Company is working in plugs for 
|the known and accepted value of 
advertised brands. 


Rogers Suggests Theme 


The campaigns were suggested 
by Edward S. Rogers, chairman of 
the board of Sterling and an au- 
thority on trademarks. Mr. Rogers 
and Harvey M. Manss, Sterling 
vice-president, got this company’s 
campaign going and suggested that 
other drug product advertisers do 
some educating on their own. 
Sterling, Vick and Bristol-Myers 
tried to interest other drug houses, 
without success. 

The Sterling trade publication 
series, which will run at least 
through next December, consists 
of monthly insertions on “the im- 
portance of identity.” One de- 


127A STON 


A SURVEY 
of the 


of 


READING HABITS 


RADIO-ELECTRONIC 
TECHNICANS 


oe 


~~ 


©, Men ier of the Aud, 


but favor 


RADIO-CRAFT 


ADIO and electronic engineers must 
soak up a tremendous lot of technical 
reading matter in order to keep up with 
the tempo of scientific progress. A Survey 
disclosed that at least 84 electronic publi- 
cations are thus absorbed each month. 


Unfortunately the pressure of the times 
does not permit an engineer to read all, or 
even a small proportion, so he does the 
next best thing, he reads one, two, or 
three magazines which provide the great- 
est editorial coverage. 


RADIO-CRAFT is one of these three—as 
a matter of fact it is the Number One 
choice. Would you like to learn how the 
others rank? Would you like to observe 
how the war uprooted and transplanted 
technicians? Would you like to get a 
clearer picture of this new billion dollar 
industry? Then send for our recent Sur- 
vey. It's entirely free for the asking. 


RADIO-CRAFT 
25 WEST BROADWAY 
NEW YORK 7, N. Y. 


—t 


lit iy, 
Luregy Of Cure 


Se AD re Lz, 
CRAET & 


Advertising Age, August 


| 


Just try 


to starta da vertisements of their oy Th. 
V Black Hills Weekly of Ds vood 
me S. D., for example, said itor. 
withoul a trade marks help & ally: “We don’t think grado jabe). 
: Ae ing will get very far, and don 
\ think you have to call it — mm, 
nistic to condemn it. jus 
doesn’t take human bei: into 
consideration.” The Sun - °‘ap ¢ 
Merced, Cal., ran an ad he: ‘\ineg 
“If the beans are bad—Yo knoy 
whom to blame.” 
As- part of its commercials 
Bristol-Myers Company :phad 
sizes, now and then, the adyapJ 
tage of a “good name.” [) 4 rp 
cent broadcast, Eddie Canto» aig. 
“All you need is a good none, | 
And as long as you live up ) tha 
TT eee hea tt eae good name—you'll be very po 
RP 
CONTACT—The ages a oy con- Sree ae 
tacts 22 trademarks and brand names . ‘ 
within an hour after rising, Sterling Joins Sports-Week 
Drug, Inc., points out in this recent ad Robert D. MacArthur, fo man, 
in its series appearing in drug trade | YEars with West-Holliday Com 
publications. pany, publishers’ represen tatiy, 
has been appointed advertising 
- manager of Sports-Week, Ne 
scribed the trend, which began} york. 


several hundred years ago of add- 


ous place. 
Henry.” 


comments 
Some papers turned them 


We've got 


Some editors added t} 
to the Vick 


ing surnames to people’s names. 
Others told of early signatures-on- 
product of brickmakers, armorers 
and others, to accept the responsi- 
bility as well as to get the credit 
for their handiwork. 

A recent Sterling ad is titled, 
“Just try to start a day without 
a trademark’s help.” Within an 
hour after rising, it is shown, an 
average man has been in contact 
with trademarks and brand names 
22 times. 

The Vick ads in country news- 
papers were headed, “Blind-man 
lost without ‘seeing-eye’ dog,” and 
“Who wants to buy a pig-in-a- 
poke?”, and were devoted spe- 
cifically to the name Vicks Vapo- 
Rub. 


Uses News Release 


| In a Vick news release to these 
|papers, W. Y. Preyer, president, 
said that “a trademark is neces- 
sary to the American way of life. 

. What is this mysterious in- 
gredient that makes us like one 
cake, or soup, or automobile bet- 
ter than another —regardless of 
the fact that according to the label, | 
competing articles are made of the 
same things? One manufacturer | 
advertises: ‘The priceless ingredi- 
ent of any product is the honor 


|and integrity of the maker.’ 


seems to be the right answer. 
that’s afoot to eliminate trade- | 
some new government-supervised 
method of specifications would 
guarantee us better value for our | 
|money. We don’t believe it. We} 
| think that the manufacturers who | 
did not have to identify their prod- | 
ucts with their trademarks could | 
easily slip one over on us, because | 
with no trademark to tell us, we 
wouldn’t know whom to blame. 
“Contrariwise, we know that 
when we ask for an article by 
brand name or trademark, we are 
going to get that ‘priceless ingredi- 
ent’ that satisfies us. . . 
“You won’t catch us buying any | 
‘Grade A Sedan, _ specifications | 
16F9,’ when the war’s over. We)! 
want a Ford. Furthermore, we'd | 
like to see the Ford trademark | 
stamped on our car in a conspicu- | 


ADV. AND PUBLICITY 


Outstanding 


opportunity 
available for a man _ or 
woman capable of writing 
fluently. He will be ex- 
| 


pected to edit a lively house 
magazine, prepare press re- 
leases, arrange publicity tie- 
ups, ete. in coordination 
with our consumer and deal- 


er advertising promotions. 
Salary between $5,000 and 
to start. Permanent 


position with nationally 


| . 
36.000 
| known organization, located 


in middle west. Sell your- 
self in a letter. Box No. 
5001, Advertising Age, 330 
W. 42nd St. New York 18, 


ie 2 


“That is why the movement |? ; 


marks leaves us cold. Supposedly, | ; 


4 
, 


e 
FREIGHT IDENTIFICATION ‘ JPPl 


That | Aas 


a vital advertising marke 
place for the following type 
of products and serv ces 


TRANSPORTATION, DISTR 3UTl 
and WAREHOUSIN( 


« 
TRANSPORTATION EQUI! MEN 


o 
HANDLING and LOAD NG 
EQUIPMENT 


e 
PACKING and SHIPPING M: ‘Ef 


No other single 100 > ? 
paid (ABC-ABP) pub a! 
offers this concentrated 


Write today for more dé 
information and sample?" 


TRAFFIC WO 


(weekay) 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


° 
NEW YORK 17, N. Y. 
250 PARK AVENUE 
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... He travels with the speed of light, he sells 
like a ball of fire! 


Alec Electron is the symbol* of a tremendous new 
world force—selling by television! 

Selling by sound alone—radio—has brought great 
results. Now, to have sight added, to have your product 
seen in use as well as “sales talked,” is to gain the 
multiplied salespower of the most successful kind of 
selling —sampling and home demonstrations! 


Alert advertisers and their agencies are learning to 


DuMont Television Studios and T elecasting Equipment Dept. of Allen 
B. DuMont Laboratories, Inc., Station WABD, 515 Madison Ave., 
New York 22,N.Y. General Offices and Plant, 2 Main Ave.,Passaic,N.]. 


guide the terrific impact of sight-plus-sound salesman- 
ship. They are learning by producing experimental 
commercial programs over stations like DuMont’s 
pioneer New York television station—WABD. 

We believe this experience in telecasting and com- 
mercial program-building can be very useful to you in 
your postwar sales planning. May we help you? May 


we keep you posted on television’s progress? 


*DuMont’s Alec Electron began life as the physicists’ symbol for 
an electron. (y); became animated to personify the visual-showman- 


ship of Television! 
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NBC Joins CBS, 
Mutual in Wiping 
Out ‘Hitch-Hikes’ 


New York, Aug. 15.— Complete 
clearance of “hitch-hike” an- 
nouncements from network com- 
mercial programs will be effective 
by Jan. 1, 1945, on three of the 


| four major nets, following the an- 


nouncement by NBC that by Aug. 


/10 all such announcements at the | 


beginning and end of programs had 
been brought within the frame- 
work of the program itself or set 
off by music or entertainment. 

CBS has banned hitch-hikes 
after Oct. 1 of this year, and Mu- 
tual will not accept them after Jan. 
1 (AA, July 31). 


According to Roy C. Witmer, 


iL: 


4 


ADVERTISE _IN- 


MANE 


NorTHWesTeERN LIND 


, NBC vice-president in charge of 
| sales, the network and its station 
planning and advisory committee 
first discussed the desirability of 
the move nearly a year ago. In- 
stead of adopting an “iron-clad 
formula” for handling such an- 
nouncements, “NBC decided to 
discuss the subject with its clients 
and their advertising agencies 
along constructive lines. 

“After these consultations it was 
felt generally that within a rea- 
sonable time all concerned would 
be prepared to incorporate hitch- 
hikes as an integral part of the 
program structure. We are pleased 
to announce that the conversion 
has now been completed.” 


White Rejoins ‘Star’ 

Samuel R. White, formerly sales 
promotion manager of Station 
WLW, Cincinnati, has been ap- 
pointed director of sales promo- 
tion and merchandising of the In- 
dianapolis Star and Station WIRE. 
Before joining WLW in 1943, Mr. 
White was manager of national 
— local roto advertising of the 
tar. 


“ME, TOO—I’M 
HER SPONSOR!” 


Anybody with the necessary dough can buy top-notch 


radio talent and can set 


about to entertain the great 


American public, But unless the same showmanship is 


put into the commercials — well, you know the answer! 


Sonovox is a proven means of making commercials as 


memorable—often as entertaining—as the highest-priced 


stars and gag-writers can make your program itself. 


Sonovox boosts Sponsor Identification as much as eleven 


to seventeen points — as much as 111.8%, in one famous 


network show — and at a cost so low as to be almost 


negligible in the average radio budget! 


Chose figures above, by the way, are not “blue sky”. 


They're from regular Hooper Sponsor Indentification 


Ratings. We'd enjoy an opportunity to show them to any 


large radio advertiser who is in the mood to do something 


about making his radio more effective. 


Sonovox is sold essentially like talent. 


license for specific 


charged for Sonovox performing rights. 


Under each 
use, a reasonable license fee is 
The only 


additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 


studio in New York, 


ard AFRA scale. 


Chicago, or Hollywood, at stand- 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound”’ 


CHICAGO: 180 N. Michigan 
Franklin 6373 


NEW YORK: 444 Madison Ave. 
Plaza 5-4130 


FREE & PETERS, INC. 


Exclusive National Representatives 


SAN FRANCISCO: 117 Suiter 
Sutter 4353 


HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 
Hollywood 2151 


Some Typical 
SONOVOX PIONEERS‘ 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacific R. R. 

Roche, Williams & 
Cunnyngham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 

Delaware, Lackawanna & Western 
Coal Co. 

Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauff & Ryan, Inc. 

Christian tg) Brewing 
Company (Feigenspan and 
Dobler P. O. N. Beers and Ales) 
E. T, Howard Co. 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co., 
Inc. Yrould's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service ~~. 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauf & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Ervickson, Inc. 


U. S. Treasury Dept. 

Universal Pictures Company, Inc. 

Warner Brothers Pictures, Inc. 

Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sonovox users. 
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Akron Campaign 
Spurs Production 
of Military Tires 


Akron, O., Aug. 15.—An in- 
crease in tire production, with in- 
dications of further good results, 
was reported this week as the re- 
sult of a campaign sponsored by 
Akron labor and management to 
produce more heavy-duty military 
tires. 

The drive was launched July 17 
with “Akron OK?” teaser adver- 
tisements in the Akron Bedcon 
Journal, street signs and window 
posters. Akron radio stations also 
spotted the phrase throughout 
their programs. 

Follow-up full-page copy pre- 
pared by Jessop Advertising Com- 
pany announced a “Tires for Vic- 
tory” rally at the Akron armory 
July 24, attended by an impressive 
number of Army and Navy of- 
ficials. At the same time, a series 
of movie films on the importance 
of building more tires began show- 
ing at all local theaters. 

Bus cards, street banners and 
window posters featuring the 
slogan, “Make America Say Ak- 
ron OK!” carried out the program, 
along with half-minute announce- 
ments on the Akron stations. 

Copy warned workers that Ak- 
ron was 30% behind in tire pro- 
duction and that Yanks in action 
on foreign war fronts count on 
the city’s tire makers and em- 
ployes to turn out the necessary 
military tires. Pleased with the 
initial success, the campaign spon- 
sor, “Tires for Victory Commit- 
tee,’ is continuing its efforts to 
spur production. 


Wallace Appointed 

James C. Wallace, formerly with 
Station KOIN, Portland, Ore., has 
been appointed assistant business | 
manager of Timberman. | 
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SPURS PRODUCTION—Akron's "Tires 


for Victory Committee" used this 


newspaper message successfully ‘{ 
step up production of badly-needed 
military tires in its plants. 


Abbott Extends Drive 


C. W. Abbott & Co., manufa. 
turer of Abbott’s bitters, has re. 
leased a test car card campaign jp 
selected cities including San Fran. 
cisco, Los Angeles, Oakland, Phila. 
delphia and Baltimore, and comic 
strips, 4 columns by 35 lines, in 
newspapers of Chicago and Wash. 
ington, D. C. Car cards are sched- 
uled to run for the next year, and 
newspaper copy, also scheduled 
for 12 months, appears once 2 
week. Theodore A. Newhoff Ad. 
vertising Agency, Baltimore, han. 
dles the account. 


To Bacardi Imports 


Charles B. Rybolt, former) 
with the advertising department of 
the Cincinnati Enquirer, has been 
appointed representative of Bz- 
cardi Imports, Inc., with offices in 
Cincinnati. 
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KCMO has been built on a policy of sound pro- 
gramming — with a full schedule of Basic BLUE 
hits. . .top-caliber local features. ..and the domi- 
nant news coverage in Kansas City. 


That’s why many advertisers now use KCMO to 
reach the Kansas City market with outstanding 
success. If you, too, want to reach this rich mar- 
ket, call your nearest McGillvra office today for 


effectively choice KCMO 


Call Any 
Joseph Hershey McGillvra Office 


Yow Cin Vay Basic Blue “Adwork Naw 


¥ 3 a 
Dy B 


SOUND PROGRAMMING 
. WORTH? 7 


Measuring the exact value of 
sound programming as a builder 
of radio listenership is difficult. But radio adver- 
tising men agree that there is no better way to 
build and hold a value-conscious listening audi- 
ence than to offer consistently good programs, 
day in and day out. 


availabilities. 
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Night-Time Events 
(With an Audience of More 


ND an event it is, the evening home-com- 
ing of Chicago’s best loved family news- 
paper! The Chicago Daily News is eagerly wel- 
comed by more than a million reader-friends. 
They value its trustworthy news, international, 
national and local. They get a tingle from its 
superlative sport pages. They are entertained 
—and often inspired—by its special columns. 
They are helped by its distinguished household 
section of practical information. The Daily 


CHICAGO’S BASIC 


One of Chicago’s Greatest 


ADVERTISING 


News is an institution in Chicago’s home life. 

Advertisers, likewise, acknowledge The 
Daily News to be an institution BASIC to 
their marketing activities in Chicago. For 43 
consecutive years The Daily News has carried 
more Total Display linage than any other 
Chicago newspaper— morning, evening or 
Sunday.” Such leadership could not be so 
long maintained if advertisers were not con- 
vinced that The Daily News is 


MEDIUM 


*For fair comparison, liquor linage omitted since The Daily News does not accept advertising for alcoholic beverages 


THE CHICAGO 


FOR 68 YEARS CHICAGO’ 
THE HC 


RESPECT 


ITS PLACE IN 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


DAILY NEWS 


AAE 
V\E 


AND TR JO 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Win Display Contest 


Alton J. Bernhard of Joseph 
Magnin Company, San Francisco, 
and R. J. Patterson of Weiss & 
Goldring, Alexandria, La., have 
been awarded first prizes of $500 
in war bonds in the nationwide 
display contest sponsored by the 
National Association of Display 
Industries and Display World, 
Cincinnati, in connection with the 
5th War Loan. 


@ @ @ the source of daily 
business news ... the pref- 
erence of management men 
@ @ @ jn the greatest indus- 
trialarea—the central west. 


WPB Clears Deck 
for Production 
of Civilian Goods 


_ Competitive Status 
| Disregarded in Spot 
_ Authorization Order 


Washington, Aug. 16.—The pat- 
|tern was set this week for re- 
/newed production of many hun- 
dreds of consumer goods items, 
|ranging from egg beaters to vac- 


| aaa cleaners, WPB having 
|rounded out a series of recon-| 
version actions which tell manu- 
facturers everything but “when” 
they can go ahead. 

A broad highway out of the 


maze of restrictions on production 
was cut by WPB Chairman Donald 
M. Nelson’s “spot authorization” 
'order Monday, removing restric- 
tions on producers who can con- 


| Vince WPB and manpower officials 
| that they have the manpower, fa- 
| cilities and materials for consumer 
goods. 

Barring an unexpected flood of 
| cutbacks of a volume not expect- 
|ed until the Japanese war has 
| been fought to the gates of Tokio, 
| firms will operate under this spot 
authorization order in getting 
themselves back to civilian pro- 
duction. 


Aimed at 1939 Goal 


Although the government is to 
retain supervision of materials and 
manpower, so they can be directed 
first into war work, the procedure 
is expected to provide as 
work tapers off sufficient recon- 
version so that on completion of 
the European war, industry can 
turn out as much consumer goods 
as it made in 1939. 

Under the spot authorization 
|order, any manufacturer who finds 
himself without war work may 
apply for permission to make any 
of a long list of essential and “less 
|essential”’ civilian items. While 
not expected to result immediately 
in large scale production of con- 


piece war and postwar production 
*. 
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Right now this is PUBLIC JOB No. I 


Your Uncle Sam is in a jam. 


Going into the last quarter of the crucial year of the war, a new 


shortage looms up, big and threatening—a paper shortage. 


_ Eight million tons of wastepaper are needed in 1944 —and with 


all the salvage efforts to date, this 


quota is not being met. 


It is strictly up to you, the private citizen, to make this salvage 


drive click. 


Our armed forces use 700,000 items made of pulp or paper. ‘To 
make these, all your old newspapers, magazines, cartons, fiber- 


board, bags, wrapping paper are needed — right down to the last 


ounce, 


The American Legion, through its 12,000 posts and 6,000 aux- 
iliaries, has jumped in to speed collection. So have the Boy 
Scouts, Girl Scouts, Brownies, school groups and many other 


organizations. 


But whether Uncle Sam gets all the paper he needs 1s strictly up 


to vou — 100.000.0000 of vou. 


Save every newspaper, paper 


box and wrapper. Bundle them for the collectors. ‘Then, if there 


is no regular collection where you live, phone the American 


Legion, the Scouts or the City. 


Urge your neighbors to get into this scrap drive, too. 


You'll be doing Public Job No. 1. 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Illinois 


War | 


sumer goods, it is an attempt to/| 


unemployment and idleness of fa- 


contract terminations. 
“By introducing this 
now,” Mr. Nelson said, “industry 
and labor will be assured that 
WPB is preparing to assist them 
when their war job is done.” 


Competitive Status Disregarded 


Particularly significant in the 
spot authorization order is its com- 
plete disregard of competitive 
situations within industry. Cover- 
ling virtually all lines, with the 
exception of such major fabri- 
cated items as automobiles, wash- 
ing machines, and radios, it allows 
WPB regional offices to approve 
operation of a plant, without re- 
'gard to the status of its competi- 
| tors. 

Of unusual interest was a last- 


| minute decision to add vacuum 
|cleaners to the list of products 
|covered by the order. Requiring 


method | 


|fractional horsepower motors, one | 


|of the current critical components, 
'this appliance had been generally 
|classed with the washing machines 
'as a “problem” item. 

| At a news conference yesterday, 
|however, Mr. Nelson indicated 
ithat last week’s cutback of air- 
plane production, involving a 
| switch to fewer but heavier planes, 
|might result in release of motors 
'which could be used in the vac- 
/uum cleaners. Mr. Nelson also 
|said that the vacuum cleaner in- 
| dustry was highly integrated, with 
|most manufacturers completely 
independent of subcontractors for 
' their components. 


Problem ‘Less Difficult’ 


| One of the chief problems in 
the reconversion of the automobile 
| and similar industries, Mr. Nelson 
| Says, is the difficulty in freeing the 
| manu 
| war 
|supplied for the assembly lines. 
| Mr. Nelson asserts that the entire 


reconversion problem will be less | 
| V. P. on Public Service 
| 


| difficult than many imagine, for 
|many industries are already re- 
| converted, or are making ‘war 
goods” quite similar to their nor- 
'mal production. As examples he 
'cited the tire and farm machinery 
| industries. 

According,-to his estimate, many 
|/components’ will still be 
when the German war ends, so a 
tightly controlled situation, such 
as the one existing under the spot 


authorization order, must con- 
tinue. By the end of the Japanese 
war, he believes all components 


will be plentiful, and that virtu- 
ally all raw materials will be in 
surplus supply. For the present, 
copper and steel are still consid- 
ered critical. 

Among the items which manu- 
facturers may now make when 
they have the facilities, materials 
|}and manpower are: Outboard mo- 
tors, mechanical refrigerators, of- 
fice and industrial furniture, elec- 
tric ranges, vending machines, 
musical instruments, bicycles, 
electrical appliances, irons, lawn- 
mowers, fountain pens, photo- 
graphic equipment, oil burners, 
|coal stokers, metal signs, and 
typewriters. 


facturers of components from | 


work so that parts can be} 


scarce | 
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into a pattern which will prevent ) Te meet on urgent civilien need, 


the War Production Board has authorized 


cilities which might result from | the menutecture of 


A limited numbe; 
of G-E Irons 


Our military output has not been curtailed in any wa 


The War Production Board has authorized General E 
a limited supply of G-E irons to 


to manufacture 


severe civilian shortage of these essential appliances. 


These fine irons dre not “war babies" —they're bran 
fully automatic irons backed by General Electric's reput 
for service and performance. They're standard models wr 
all of the G-E advantages you've always wanted in your 
Because the supply is limited at present, your dealer 
not be able to supply one of these fine G-E irons to ev- 
customer who wants one. So if you can't get one, please bx 
patient. We hope more will be available soon. 
5. Double bution nooks — let inon 
von te 


6. Lightweight — only 4) pounds 
1. Tempereture selector — set it for rr ing call = procieel 
» Calred heati — proche 
a indestructible : 
2. — fits your grip 8. Perfect insulation — ol! hea! goes 
3. Built-in thumb rest — relieves orm inte fabric 
tr 
= 9. Steady heat — protects ogoiny 
4. Heel stand — saves lifting scorching 


TUNE 4 “The GE All Girt Orchestra,” Sunday 10 p.m. £.W.T.,NBC. |f00 cen — ery um 
The World Today” news, every weekday, 645 p.m. EW.T, CBS. (600 Oe tee ap 


Everything Electrical for After-Victory Homes 


GENERAL @ ELECTRIC 


NOT WAR_ BABIES—Authorized by 
the WPB to manufacture a limited sup. 
ply of irons to meet the severe civilian 
shortage, General Electric Co. has 
scheduled this ad for a September jis. 
sue of Collier's to announce the avail- 
ability of the new irons. Copy stresses 
that the irons are not "war babies” 
but are brand-new standard models. 


Blue Names Kintner as 


Robert E. Kintner, a lieutenant- 
colonel in the Army with the War 
Department bureau of public rela- 
tions, has been elected a vice- 
president of the Blue Network, 
effective Sept. 15, after the Army 
placed him on an inactive status. 

Mr. Kintner will work “in close 
cooperation with all departments 
of the company, .. . particularly 
with the departments charged 
with publicity, promotion and pro- 
gramming,” said Edward J. Noble, 
chairman of the board. 


Revlon to Introduce 
New Packaging Idea 


To simplify for the consume! 
the task of selecting a particula 
color of nail polish, Revlon Prod- 
ucts Corporation, New York, 
designed five different colo 
packages for each of the five n 
classifications of Revlon polis! 
one of these classifications — 
reds, clear reds, muted 
brown reds and deep reds 
of the 21 shades of Revlon wil! 
assigned. 
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Columbus, and the Central Ohio area served by The Columbus 
Dispatch, is rated by many manufacturers and agencies as 
America’s No. | test market. 


Excellent economic balance between Industry, Agriculture, 
Commerce and the Cultural pursuits... Population srowth and 
income increases ... assure maximum sales results. 


HE COLUMBUS DISPATCH | 


OHIO’S GREATEST HOME DATILY 


The Columbus Dispatch coverage effectively extends over 29 Central Ohio Counties. ..In the area are 77 towns over 1000 population 
~ sight of them over 20,000 — and 56,575 grade A farms . . . 1555 manufacturing plants are diversified as to products, and are 
lar: ely locally owned . . . Cash farm income is up 100% since 1939, and industrial employment has increased 48.6% . In this healthy, 
Ire perous area The Dispatch is read in more than twice as many homes as any other medium. 
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A Thought for Home Folk 

To the Editor: I want to extend 
to you and your readers the privi- 
lege of reading a paragraph from 
a letter written by Lieutenant (jg) 
George U. Favorite, United States 
Navy, now located “somewhere in 
New Guinea.” Lieutenant Favor- 
ite was one of our junior salesmen 
and left our employ temporarily 
in this national emergency: 

“As for what I have learned, I 
am afraid that I haven’t acquired 
much more knowledge of the 
printing industry—in fact I have 
forgotten a great deal of it. I 
have, however, learned many more 
important things—an appreciation 
of this country and all it stands 
for; a better understanding of the 
people who make it up; a realiza- 
tion of the power and love of God; 
a bitter knowledge of fear, death, 
sacrifice, and the utter, ridiculous 
wastefulness of this business of 
war; the need of an everlasting 
peace based on the ‘four freedoms’ 
and international unity.” 

There are more than 10,000,000 
young men like Lt. Favorite com- 
ing back to share our country with 
us when the war is over. They’re 
coming back with sentiments such 
as those expressed in the para- 
graph above, drilled into them 
through experiences we have not 
felt and therefore cannot under- 
stand. 

I think anyone who will take 
the trouble to read the above 
paragraph twice will be willing to 
work a little more so that those 
boys may come home and enjoy 
the peace and security they de- 
serve. 

W. D. MOLiror, 

Public Relations Manager, Ed- 

ward Stern & Co., Phila- 

delphia. 
vwyY 


Canada Promotion 


Wastes No Paper 


To the Editor: Publishers in 
Canada have been keen to coop- 
erate with the Wartime Prices and 
Trade Board in spirit as well as 
letter. To that end, all permitted 
promotion material and other 
printed matter is being prepared 
in the simplest possible form so as 
to make the most economical pos- 
sible use of paper. 

Wartime Prices and Trade 
Board Order No. 332 respecting 
printed matter was amended by 
Order No. 368 so that you can use 
one ton of standard newsprint per 
calendar quarter for promotional 
printing ex-quota. 

Here is Section 11 Subsection 
(2) of Order No. 368 in this con- 
nection: 

“Any persOn may acquire 
printed matter of kinds other than 
those specified in Subsection (1) 
of this Section up to a maximum 
of (a) One ton in any one cal- 
endar quarter if printed matter is 
manufactured exclusively on 
standard newsprint (64M-24” x 36” 
basis), and is not, and does not 
contain advertising of any other 
than the person for whom it is 
printed, and; (b) 75 pounds in any 
one calendar quarter if manufac- 
tured on paper other than stand- 
ard newsprint.” 

Just released from our bindery 
is the attached promotion piece, 
“Meeting Place for Industrial 
Buyer and Seller” which is, we 
believe, an interesting example of 
promotion printed on “ex-quota” 
newsprint. 

Because of your keen interest in 
how we are meeting wartime 
problems here in Canada, I am 
sending you a copy of this ma- 
terial. Many publishers and print- 
ers were highly skeptical when 
the order first came out, but pro- 


motion material, as enclosed, 
shows very clearly what can be 
done. 


D. M. Gowpy, 
Manager The Financial Post, 
Toronto. 
ve? 


St. Louis Hotels Push 
War Theme Advertising 


To the Editor: In your news 
report in the Aug. 7 AA, “Knott 
Hotels Go All-Out for War in 
Steady Drive,” we 


consider the} 


opening comment, “In what is 
probably the only all-out consecu- 
tive campaign by a hotel group to 
further the war effort...” to be 
inaccurate. 

Hotels Mayfair and Lennox in 
Saint Louis have devoted their ad- 
vertising exclusively to furthering 
the war effort, since the United 


Don't waste 
paper. 
It is vital 


to the war 
effort. 


door MSONNOX 5.2.2: 


EVERY ROOM AIR-CONDITIONED . NOISEPROOFED 


States entered the war in De- 
cember, 1941. These advertise- 
ments, incidentally, have appeared 
regularly in ADVERTISING AGE, as 
well as in six national publica- 
tions and about 25 trade publica- 
tions. A reprint of the current 
advertisements is attached. 

In addition, our local newspaper 
advertising and street car and bus 
advertising has featured “Buy 
Bonds.” 

So you see, we feel we can justi- 
fiably challenge the observation 
that any other hotel group has had 
a monopoly on all-out war theme 


advertising. 
R. A. EMMETT, 
Advertising Manager, Hotels 
Mayfair & Lennox, St. Louis. 
 F 


Overseas Admen Want 
News of Home Sector 


To the Editor: Thank you so 
much for the six copies of ADVER- 
TISING AGE’s Servicemen’s Pony 
Edition. These have gone to our 
six salesmen in the services—five 
overseas. 

There is no question of how 
much they will be appreciated. It 
is surprising to learn how inter- 
ested the men overseas are in 
what’ is going on in the advertis- 
ing field. The pony editions will 
surely assuage much of their curi- 
osity. 

RAYMOND B. Bowen, 

Advertising Director, The New 

Yorker, New York. 


To the Editor: Today I have 
received my first copy (courtesy 
of the Buchen Company) of the 
Pony Edition of your excellent 
publication, and would like to say 
that it is very well received by 
the twenty-odd former advertising 
artists here in the division of 
training publications art depart- 
ment. While we who are stationed 
here in the states truly appreciate 
this link with our home activities, 
it isn’t difficult to imagine how 
the G.I.s overseas will respond. 
Nice Going! 

Sct. HERBERT L. DAUGHERTY, 

Camp Davis, N. C. 


To the Editor: This is just to 
acknowledge, with thanks, the 
July issue of the Pony Edition 
and your assuring me of future 
issues, which I am to send to Lt. 
Col. Donald T. Carlisle, overseas. 

I think AA is doing a fine thing, 
and I am sure that every man 
abroad who receives the Pony will 
be grateful to you for so valuable 
a service. 

ROBERT BARTON, 
Foxboro, Mass. 

To the Editor: Swell! Your 
pony edition of ADVERTISING AGE 
is good horse sense; it is so well 
done and complete. Like very 
much—and thank you. 

But—two things do not particu- 
larly appeal to me... and I’d like 
to tell you about them. 

Your box on Page 1, Column 2 
(July issue), in announcing tri- 
umphantly “This is No. 2”, smacks 
too much of a slap on the back 
for yourselves. It seems to me 
that the pony itself is ad enough 
for your regular publication: I 
know I for one will again sub- 


This department is a reader’s forum. Letters are welcome. bead 


scribe after the war. And it must 
be a certainty that ever so many 
G. I.’s will do the same. 

Then on Page 5 (same issue), 
the subhead under the title Crea- 
tive Man’s Corner is very poorly 
set. After all, your audience is 
ad and art men who notice things. 
Eliminate the river after each first 
word in every line—and get rid 
of the widow caused by the 
“ence”; hang-overs look so bad. 
Re-set the block in 5 squared-up 
lines. 


Otherwise the issue is super, and 
I shall be looking forward to them 
all—but hope we’ll be home soon, 
so we can start paying for the real 
ADVERTISING AGE. 
RIcHARD I. GOLDMAN, 
Fort Knox, Ky. 


To the Editor: Now that we 
have sent out the second issue of 


the Pony Edition to the 42 market- 
ing men in the service to whom 
we are mailing it each month, 
through your fine cooperation, 
we’re starting to get some very 
grand reactions from a point of 
good will for all of us. 

A letter received today from an 
American with a bombing squad- 
ron with the RAF comments as 
follows: 


“The copy of the Pony Edition 
of ADVERTISING AGE was good to 
have. I read it thoroughly and 
with very great interest. The 
paper took me back two years and 
across many miles to a place and 
time of both pleasure and profits 
gleaned from pounding out copy.” 

I’m certain that your far-sighted 
policy will be heard long after the 
war! 

JAMES M. MOSELYy, 

President, Mosely Selective 

List Service, Boston. 


To the Editor: Thank you, so 
very much, for the initial issue of 
the Servicemen’s Pony Edition, 
which was received in this morn- 
ing’s mail. 

As yet I have done little more 


Advertising Age, August 2| 


than to feast my eyes o; that 
chick in the Dan River Mm; 
who is telling Private Jone that 
it is “all his.” Many a Pp 


: ; ate 
Jones is going to have a \ fish 
gleam in his eye when hy see5 
this, and I hate to be a “fly-. ec, 


picker,” but if you get a ch ing 
ask the man who wrote thi: ag 
why in heaven’s name he 
mitted the grievous sin of ad: vegs. 
ing the soldier as Private | ones 
and then in the body-copy «aj. 
ing him “mister.” That s)oulg 
never happen; “soldier,” “by ty,” 
“chum,” anything, but not mig 


ter.” That title is reserved for 
civilians (and warrant officers). 
P. G. GLENKEy, 
Pfc., USA, Fort Macon, N. ¢c. 
3 
[Editor’s Note: The Service. 


men’s Pony Edition of ApvErrising 
AGE is published monthly—eight 
pages, 84x11”—on the 15th, and 
is available without charge for 
mailing to service men. For copies 
for your former employes and co. 
workers now in the service, ad. 
dress Editor, ADVERTISING AGE, 100 
E. Ohio St., Chicago 11.] 
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Let’s See 


ODAY’S Flying Fortress protects its bombardier with 

a blister of transparent plastic. In your car of the 

future you will see the clear road ahead—thanks to 
the same kind of blister. 


Today's tank roars into action over shell-torn rubble— 
teady on the target. Your car of the future will have 
the same syrup-smooth riding quaiities. 


loday’s PT-boat streaks like a rocket under the terrific 
»ower of its light, fast engines. Your car of the future 
will have a smaller, lighter motor; high-compression, 
1igh-speed, using high octane gas; outperforming pre- 
war motors as a greyhound pulls away from a great 
lane. Fighter-plane alloys will save half-a-ton of 
weight, and cut gas consumption to the bone. 


Yes, your “car of the future” will be a miracle of econo- 
my, comfort, operating ease. Sliding doors. Recessed 


wheels. No window-cranks or door-levers. Interior spa- 
cious as a tiny living-room. No clutch-pedal. No gear- 
shift. Upholstery of artificial wool from soy beans or 
spun glass—water-proof, fire-proof, cleansed quickly 
with a damp cloth. 


Safety? The frame and chassis of your car of the future 
will have 10 times the shock-resistance of steel. Dent- 
proof fenders. Frost-proof windshield and windows. 
Improvements which today would leave you gasping— 
standard equipment tomorrow. 


War has taught automotive engineers things they 
would not have learned in a decade, had not necessity 
forced the pace. The shape of things to come may 
startle you—at first. But this first reaction will change 
to a mood of wonder. 


The editors of Mechanix Illustrated have known these 
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facts and reported on them for months, even for years 
past. The data above hav’ not only actually appeared 
in our columns as mecha~ ‘cal news features, but have 
been combined into a book edited by Donald G. Cooley 
and published by Essential Books Inc., Your World 
Tomorrow, which is currently selling to the public at 
$2.50 a copy. 


We are proud of this wholesome recognition of news- 
worthy editorial achievement. Apparently, Mechanix 
Illustrated advertisers have sensed these editorial ad- 
vances—in the first 7 months of 1944 we have equalled, 
in advertising revenue, the entire year of 1943! 
* * * 

Fawcett Publications Inc.—New York 18: 1501 Broad- 
way... Chicago 1: 360 N. Michigan Ave.... Edward S. 


Townsend Co., Los Angeles 14, Pacific Mutual Build- 
ing—San Francisco 4, Russ Building. 
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O’Brien Adds Duties 


E. F. O’Brien, for the last 10 
years a vice-president of Frank- 
fort Distilleries, New York, has in 
addition been named eastern divi- 
sional manager of the company. 


McGill to CKSO 


Don McGill, formerly with Sta- 
tion CFCO, Chatham, Ont., has 
been appointed manager of Sta- 
tion CKSO, Sudbury, Ont., suc- 
ceeding Clair Chambers, resigned. 


WAB Reelects Rice 


G. R. A. Rice, Edmonton, Alta., 
has been elected president of the 
Western Association of Broadcast- 
ers, Canada, for a third consecu- 
tive term. 
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eeeis when you find him in the 
editorial seclusion of his personal business magazine. 


It is there, in a relaxed mood, that he will meet you 
with social and professional courtesy—granting you a 
private audience—fully attentive to your story. 
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Small Budgets Hamstring 
Important Gov't Agency Work 


Washington, Aug:*17.—Govern- 
ment, too, may be caught short by 
an early ending of the European 
war, for most of the old-line agen- 
cies must operate on the skeleton 
budgets passed last June, hardly 
sufficient to support programs to 
assist business and labor during 
the transition period. 

Just as the uncertainties about 
the likely duration of the war 
make things unpleasant for copy- 
writers, so it confuses OWI’s cam- 
paign managers. For instance, 
there is a red hot report on food 
all set for release—but it is held 
up because early ending of the 
European war will completely 
change the picture. 

Disturbing aspect of the situa- 
tion is that it could enable some 
of the temporary war agencies to 
extend their existence long after 
they are no longer needed, for old 
timers like the Department of 
Commerce are forced to appeal to 
the newcomers for financial assist- 
ance in order to make ends meet. 

Congress has doled out billions 
to upstarts like the Smaller War 
Plants Corporation, but permanent 
agencies like the Bureau of For- 
eign and Domestic Commerce have 
been left with such small appro- 
priations that the latter is unable 
to get sufficient printing funds to 
put out many of the reports that 
would be of great assistance to 
business men during the reconver- 
sion period. 

When Commerce does work for 
FEA, it is paid from FEA’s liberal 
funds. But when, as the business 
man’s representative in govern- 
ment, it wants to publish reports 
on future market opportunities, 
and to establish a well-rounded 
information program, there is no 
place to appeal. 

The struggle over the depart- 
ment’s limited printing fund has 
left Foreign and Domestic Com- 
merce with no funds for a highly 
instructive booklet which tells 
business men in a nutshell what 
Commerce can do for them. Nor | 
is there money for publication of | 
an exhaustive study of state laws | 
restricting advertising, completed 
by Burt Roper after more than a 
year of study. 

Unless something is worked out, 
it appears that the department’s 
efforts to reprint the series of 
booklets on operation of small 
business which it prepared for the 
War Department will be another 
casualty. Of great interest to 
firms anxious to improve retailer 
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THE DISPATCH - COLUMBUS, OHIO 


outlets, this series can now be dis- 
| tributed only to the few thousand 
| soldiers taking Army correspond- 
| ence courses. 
% Be * 

Too Much: The straw that broke 
the camel’s back and induced Don- 
ald Nelson to appeal for tighter 
| paper usage by admen, is an elab- 
|orate folder of Anheuser-Busch 
| war effort ads. Printed on heavy 
| stock, with huge areas of white 
space, and bound in an embossed 
cover, it was forwarded to several 
members of the WPB with the 
personal card of Adolphus Busch 


By STANLEY E. COHEN, Washington Editor 


III, president of the firm, attached. 
| Suspense: WPB has released 168 
|low power transmitters for broad- | 
casters, as reported here two weeks 
ago and later confirmed by the} 
|radio trade press, but it has not) 
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promised necessary parts to 
buyers to meet FCC require 
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Deflation: The boom in mar. 
riages which kept the pre: cher, 
busy last year tapered off . ring 
the first six months of 1944 the 
Census Bureau reporting 6% 
decline for 90 metropolitan areas 
Out on the West Coast, San |'ran. 
cisco, Los Angeles, San iego, 
Spokane and Oakland still enjoy 
an upward trend, but 62 of the 9 
areas report diminishing activities 
Washington, D. C., suffered 4g 
15.2% decline. Foresight:  Re- 
tailers are preparing for the “Majj 
Early for Christmas” campaign, 
heat or no heat. Overseas pack- 
ages must go between Sept. 15 and 
Oct. 15. Black Mark: Labor De. 
partment has taken the unusual 
step of calling in the pulp and 
paper industry to talk over a 
safety campaign. The industry’s 
accident frequency rate is 40% 
higher than the national average 
and one of the highest in the 
country. More than 10,000 work. 
ers were killed or seriously dis- 
abled in pulp-and paper mills ip 
1942. Accidents cost employers 
$40 per employe compared with 
costs maintained elsewhere of $12 
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Oracle: Comptroller General 
Lindsay Warren, who ruled last 
week that OPA cannot tie proc- 
essed food prices to government 
grades, will soon decide another 
weighty case. This time he will 
be asked to define “trade paper,’ 
Field auditors have disallowed 
claims of a war contractor for 
advertising placed in a number of 
publications on the grounds that 
they can not qualify as_ trade 
papers if they have newsstand 
sales. Green Light: Recent amend- 
ments to the Renegotiation Regu- 
lations state that costs, such as 
advertising items which are disal- 
lowed in cost plus fixed fee con- 
tracts, may be apportioned to a 
firm’s fixed price contract if they 
are legitimate business expenses 
under Internal Revenue rulings 
For details see Section 407 (c) of 
the Renegotiation Rules. 
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Crackdown: WPB’s compliance 
division has penalized two pub 
lishers for overdrawing their paper 
quotas. D. Appleton-Century Com- 
pany, New York, must reduce its 
1944 quota by 435,987.7 pounds to 
make up a deficit, and the Beacor 
Wichita, Kan., must make up 9 
tons of newsprint by March 30 
Fears: Radio manufacturers me 
here, discussed reconversion, and 
decided to return in a month for 
further discussion of contract ter- 
mination and _ its’ implications 
Radio industry will hit its produc- 
tion high during the next 60 to 9 
days. Prediction: WPB’s Donald 
Nelson feels that production «on- 
trols will remain after the fa’! 0! 
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TALK TO - 
DEALER: 


__———— wa 
about your activities now o d 
your future plans—in the Sund y 
Courier Express. Sunday adve 
tising gives you a double-be - 
reled shot in Western New Yo: ; 
one protects your dealer re! - 
tions, the other sells consume 
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= ‘ormany, but that with the defeat | Advertising and circular matter|orderly shutdown and reemploy-,of morning, evening and Sunday : 
~ tapan all control of industry | mailed at third class rates will not /ment of workers. papers. Claim: Army says the Launches Steel Series 
= .:}] s\op, except for possible regu- | be dispatched to Navy, Marine and | os Adjutant General’s Office has é ‘-— aut celle , td., Hainilton, 
= sons on use of tin, crude rubber | Coast Guard personnel. tors eliminated 5,000 different inter-| VD!) Das released a series of ad- 
= od. most important, lumber. rae | Propaganda: CIO’s Department office and intra-service forms, sav- ae cto Ne Surtis rial publi- 
. = wpp’s problem during reconver- og ias |of Research and Education is ex- | ing $20,000,000 and 80,000 tons of C ae 2 _ i surlington Steel 
= ae ne believes, will be to see Newcomer: Latest addition to the | plaining postwar employment and | paper. ompany, Hamiuiton 
= — + contracts are terminated in a| tight little group which plots pro-| production problems Mr union | eeeciniioane 
«ence that will free firms which | duction and cutbacks is Maj. Gen. | members in a “comic” book titled | Artists’ Materials & Rubber Cement 
sci sin components to big con-| Frank T. Hines, director of reha-| ‘With Victory.” In text and pic- | Place Stalwart Copy idee! Selina 
~me, goods industries. bilitation and cement. Gen. ee it tells “Joe behadere about! Ellis gph dr Company, To- niaters Facog Vompoued 
) “nable Hines is kept informed on all im- reconversion proposals. Sum-|ronto, is placing a campaign in 
€ an Gove Til aie tive test feet pending cutbacks. Officials main-| mary: Census Bureau has a Fact| select Canadian dailies for the S. S. Rubber Cement Co. 
Test: “rov . 24-hour | ‘in _ stony silence on cutback /for Industry report on newspaper | Stalwart “bullet” lighter, distrib- |] 314 N. Michigan Ave., Chicago 1, Ili 
nm mar. which — ge gn 0 3 T is raw schedules, asserting that advance | circulation and paper consumption | uted in Canada by Edward Dwor- Central 3373 
exchers fe scheawe at San Antonio, Tex., has talk creates unrest, and prevents | for 1941-43, reflecting steady gains | kin, Toronto. 


found that mileage of three stan- 
ize civilian truck tires is 
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. oe the Rubber Director for a year to | ~, * aia rer "4 . ow 
“D- H@ ¥.:t synthetic tires and tubes to » ™ Bite ‘ Si ; =o ieee eee 7 

l mr assist manufacturers in developing le 

7 ay and improving’ them. Power: | 

ti tine Treasury will seek to enlist more | 

ered . [newspaper support for the 6th | 

t: Re. War Loan drive. Idea is to interest 

© “May newspapers in sponsoring some | 

mpaion fe local promotion so that the drives | 

S om get more Page 1 space. Informa- | 

15 ang tion: The summer 1944 edition of | 


vaio the U. S. Government Manual, | 
bor De. u 
giving full data on government 


+ sand 
io a agencies and their activities, will 
over a fe be @\ ailable at $1 a copy from the | 
dustry’s Superintendent of Documents, | 
is 40% Government Printing Office, after 
verage fg SePt- 21. bs alt | 
Aye Rush: The Government Printer | 
sly dis- is so busy these days that large 
mills jn y amounts of work have been farmed 
yployers out. Included is Domestic Com- 
d with merce, the Department of Com- 


of $12 merce monthly publication, which 
‘ s already two weeks late with its | 
August issue. 


General * & " 
ed last Explanation: NAB’s “executive | 
© proc- Mi war conference” is not non- 


rnment HM essential, President Harold Ryan 
another HM explains, because ‘tremendous 


he will @ strides in technical development | 

paper, @ have created problems that must 

allowed Hi be solved to insure radio’s con- 

tor for @ tinuing wartime efficiency.” Im- 

nber of @ portant government officials, in- 

ds that @ cluding Army and Navy personnel, 

3 trade HM have indicated a desire for per- 

wsstand Hi sonal consultation with broadcast- 
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Cubans, and this is what they billion dollars, or 30 per cent of the total cash 


on ir 
fa! YH found: farm income, is derived from livestock alone. 
= + The Corn Belt Farm Dailies, one at each 
% of dl Coben Meians of the four basic livestock markets, cover every 
“ tune to phase of the production and sale of this tre- 
R. H. C. mendous volume of cattle, hogs, and sheep. 
R‘. CADENA AZUL * The unique and highly specialized service 


Its nearest competitor 


a @ among local or foreign 


stations had only 15% of 


bad 


of these publications, made possible through 
the combination of strategic location, fre- 


vad ; 
the listeners. quency of issue and over seventy years of 
uno y ° 
se . experience, has earned for them the support 
be fe From this impartial survey, you | and _ confidence of livestock farmers — the 
Yo; By) backbone of America’s farm buying power. 
l the answer to your own 
re! i 
-_ “u an advertising problem. Use : _' St — _ ; a | 
— of "aa yn ae wa 
4 CADENA AZUL f eS ARN AEE 
® - b 
Cuba s only network — GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 
affiliated with | CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
- OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


iberto D. Gonzalez, U.S. representative 
«.. West 42nd Street New York City 
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Brazilian Ad 


Chief Asks 


Changes in Agency Setups 


Hits Some U. S. 
Practices; Defends 
Own Admen 


Washington, Aug. 17.— Good 
business relations, cultivated and 
improved through sincere coopera- 
tion in the field of advertising, can 
do much to consolidate good neigh- 
borliness between Brazil and the 
United States, according to J. A. 
Souza Ramos, president of the 
Advertising Association of Sao 
Paulo. 

Although critical of American 
agency practices, the Brazilian of- 
ficial believes some better system 
can be worked out whereby effec- 
tive results can be achieved and 
ADVERTISING AGE herewith presents 
his expression of opinion concern- 
ing U. S. advertising techniques in 
Brazil. 

Some U. S. advertising authori- 
ties feel that the experience of 
American business in the South 
American country has shown that 
highly effective results are obtain- 
able through export agency col- 
laboration and by the establish- 
ment of American firms with com- 
petent Brazilian staffs. These 
staffs, they say, can utilize Ameri- 
can methods without abandoning 
wholly the interpretation which 
Brazilians believe should be locally 
applied to standard U. S. advertis- 
ing practices. 


Send American Experts 


“The system adopted up to the 
present by the Americans when 
establishing branches of their ad- 
vertising agencies,” said Mr. Ra- 
mos, “has been to send down here 
a trustworthy American expert to 
establish the new office which is 
supposed to make known to the 
public the products of American 
firms and possibly also a few of 
our firms. When a competent 
American expert is not available 
they make use of Argentinians, 
Uruguayans, Puerto Ricans, or otf 
anyone who knows Spanish! Never 
of a Brazilian, nor of an expert 
who, by his experience and 
studies, knows the Portuguese 
language and the character of our 
people. The situation is the same 
in all the American organizations 
with branches in Brazil. 

“As the Americans are masters 
in advertising, the procedure at 
the beginning seems to be right. 
Indeed, what else could be de- 
sired than placing in charge of a 
speciality a capable expert? 


“However, advertising, by na-| 


ture, is complicated. It has, for 
its main purpose, the dissemina- 
tion of information and _ ideas, 
transmitting to the consumer a 
deep conviction about this article 
or that, so as to induce him to buy 
it. Evidently, this knowledge and 
the arguments of conviction can 
only be transmitted through a per- 
fect knowledge of the language, 


inasmuch as we cannot speak to 
anyone but in the language in 
which we think and act.” 

The American expert to whom 
the organization of a branch in 
Brazil has been entrusted, Mr. 
Ramos said, has to face from_the 
start a lack of knowledge of the 
language and has to rely on a 
Brazilian assistant. It might be 
argued that the expert can also 
learn the language. “Yes, but the 
perfect learning of our language 
requires a long time and an im- 
perfect knowledge does not help 
at all,” he said, “especially since 
this learning is intended for one 
of the most difficult branches of 
literature—the writing of ad copy 
for the press and radio, writing 
which can be efficiently done only 
by someone who knows the read- 
ers’ or listeners’ psychology. 

The manager of a branch in a 
foreign country is inevitably a 
temporary citizen and _  conse- 
quently cannot see the necessity of 
being a part of the people of the 
country, Mr. Ramos asserted. 

“The American comes to Brazil 
and instead of mixing with the 
Brazilians, instead of becoming 
accustomed to our daily food, and 
adapting himself to our social 
and family habits, he attends only 
the circles of his countrymen and 
for the main part leads among us 
the same life he led in the States. 
In fact, the language is only one 
of the factors which is involved. 
There are others which are also 
essential: The nature of the people 
of each region of the country, the 
purchasing power of the inhabi- 
tants of each zone, the tendency 
of each newspaper or broadcasting 
station, the state of progress of 
each town or village. And in many 
other instances the American ex- 
pert will have to rely on the Bra- 
zilian, since he alone is familiar 
with such details. 


Markets Differ Greatly 


“The two markets, the Brazilian 
and the American, present great 
fundamental differences, The Bra- 
zilian expert, lacking statistical 
details, makes up for this shortage 
by his knowledge of the nature 
and psychology of his countrymen, 
and by a natural intuition of his 
own. The American expert, hav- 
ing neither, wishes to transfer to 
Brazil advertising methods which, 
though excellent in the States, fail 
completely here, where they re- 
quire in the best of the cases, a 
special adjustment, since there are 
cases in which they will have to 
| be substantialy changed to com- 
ply with our inclinations. 

“This tendency of forcing meth- 
|} ods without considering a proper 
adjustment, is the psychological 
mistake of the Americans. It is 
known to all of those who associ- 
ate with the Brazilians, that they 
j|are bright and intelligent, quick 
|to learn, have a lively spirit, a 
| sharp wit and possess a humor of 
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| their own, entirely different from| gence, are already on the same 


any other people. 


Here lies the} level with the best foreign assist- 


danger of provoking the elegant| ants who remain in their country, 


revenge of ridiculing everything 
which is imposed on them, against 
their nature, their tradition, their 
expression and therefore their 
way of thinking and their psy- 
chology.” 

For instance, Mr. Ramos points 
out, the Brazilian does not ap- 
preciate and is apt to ridicule a 
picture in which he appears in 
Mexican clothing. He does not ap- 
preciate and makes fun of certain 
films in which his habits and man- 
ners are disastrously mistaken for 
those of other brother nations. 
Finally, he does not appreciate 
and laughs at the legends and 
slogans of ads which, although 
effective for use in the States, have 
a hidden or double meaning when 
translated into Portuguese. 


Same Native Staffs 


“The branch of the American 
advertising agency will be capable 
of rendering service in proportion 
to the importance of the country 
only when it is operating with a 
team of Brazilian assistants,” he 
said. “As these, through their ex- 
perience, knowledge and _intelli- 


atin 


i'the work done by the national 


agencies is of the same importance 
as that of the branches of the 
American agencies, inasmuch as 
all this work is produced by the 
same native staff. 

“It is assumed, in the United 
States, that we have no advertis- 
ing agencies, or that the ones 
we have are deficient. This is a 
great mistake, since we have many 
which are perfectly capable of 
competing in importance with the 
American branches, as can be 
easily seen by the comparison of 
their production. 

“We should note that the na- 
tional firms, sure of the prestige 
of these branches, become disap- 
pointed to a certain degree when 
calling on them, inasmuch as they 
find the same service which they 
had been receiving from the na- 
tional agencies. It could not be 
otherwise, since the ideas, artistic 
execution, cuts, etc., are created 
or adapted by us, through Bra- 
zilian experts.” 

Prejudices and misunderstand- 
ings are apt to cool down enthusi- 
asm, and “this is to be regretted 


Advertising Age, August 2 
especially now, when the gover, 
ments of the two countries 2+. «, 
gaged with all sincerity in a 
of ‘good neighborliness,’” v7 ty 
mos declared. “However grea} 
the friendship existing b: 


the two nations, and it rea!|y ry 
ists, there is nothing whic ¢,, 
consolidate it more than goo, 
business relations, and these ¢ay 
be cultivated and improve: . 


through a sincere cooperat 
the field of advertising. 


Asks System Change 


“This is not difficult. The 
thing to be done is to chan: 
system adopted when the branche; 


of American agencies are estab. 
lished here, entrusting them, op 
an equal basis, to their real 00p- 


erators, who are the Brazilians 
giving them the prestige they de. 
serve through their devotion tp 
work, study and knowledge. 
ondly, instead of establishino 
costly and not always profitable 
branches, the American advertis. 
ing agencies could give their rep. 
resentation to Brazilian agencies 
the former continuing with their 
customers, but the advertising be. 
ing made by the latter. Thirdly, 


| simply and directly giving us their 
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gvertising, since we are ade- 
“nately equipped in this field, with 
pal advantages of every kind. 
‘Anyone of these three solu- 
especially the third, would 
all the prejudices; mutual 
ts would become more sig- 
cant, relations necessarily 
‘cer, cooperation stronger and 
tho cood neighbor policy a fact, 
from the political to the commer- 
cial and public circles. 
“For a better process of inter- 
change, for the development of 
advertising methods, and so that 
the national agencies may follow 
the Americans at the same pace, 
we would suggest the interchange 
of experts of the two countries. 
Brazilian experts would periodi- 
cally visit the States, for the ex- 
elusive purpose of studying what 
is being done in this line, and at 
the same time experts from the 
States would visit Brazil to study 
our methods and to become better 
acquainted with us. They would 
suggest on returning to their coun- 
tries the steps necessary to render 
advertising better adapted to the 
country in which it is made. The 
results can be easily foreseen, in- 
asmuch as they are evident to the 
least experienced observer.” 


G. Washington Coffee 


Names Vice-Presidents 


Earle H. Selby and W. J. Roehl, 
both vice-presidents of Harold 
H. Clapp, Inc., have been ap- 
pointed vice-presidents of G. 
Washington Coffee Refining Com- 
pany. Both companies are sub- 
sidiaries of American Home Prod- 
ucts, New York. 

Mr. Selby, who is vice-president 
and general sales manager of the 
baby food company, now assumes 
similar duties for the coffee proc- 
essing company, while Mr. Roehl, 
who is vice-president in charge of 
chain store sales for Clapp, will 
perform the same functions for 
G. Washington Coffee. 


Bodine to Coast Office 


Frank E. Bodine has been ap- 
pointed manager of the San Fran- 
cisco office of Westinghouse Elec- 
tric & Mfg. Company, taking over 
duties formerly handled by Charles 
A. Dostal, vice-president of the 
Pacific Coast district. Mr. Bodine 
was formerly representative of the 
company in Idaho and Utah, and 
has been manager of the Salt Lake 
City office since 1941. 


Parker Promotes 
‘Fluid Power in 


Consistent Drive 


Cleveland, Aug. 16.— Advertis- 
ing on a consistent basis for the 
first time, Parker Appliance Com- 
pany is carrying out an active 
campaign to merchandise its hy- 
draulic engineering service, fea- 
turing “Fluid Power.” 

Each advertisement in the series 
points out some of the accomplish- 
ments of “Fluid Power,’ Parker- 
engineered systems and equip- 
ment in a particular field, and 
suggests almost unlimited possi- 
bilities for the future. The mes- 
sages are directed primarily to 
engineers and developers of new 
products. 

The campaign employs Barron’s 
Weekly, Chicago Journal of Com- 
merce, Fortune, New York Journal 
of Commerce, Popular Mechanics, 
Popular Science, Wall Street Jour- 
nal and a score of trade publica- 
tions. 

Inquiries have already come in 
from all sections of the country, 
officials said, covering the possible 


use of hydraulics on both present 
and future markets. Naturally, 
the postwar period is regarded as 
a fertile market. 

Fuller & Smith & Ross, Cleve- 
land, is the agency. 


‘Fairchild International’ 
Goes to South America 


First issue of the Pan American 
edition of Fairchild International, 
illustrated directory of American 
sources for textiles, apparel and 
home furnishings, published by 
Fairchild Publications, New York, 
is being shipped this week to 
about 8,000 retailers, wholesalers, 
importers and agents in Central 
and South America. The issue 
consists entirely of advertising 
because of paper restrictions, but 
it is planned to issue the publica- 
tion as a quarterly magazine as 
soon as conditions permit. 

As a result of newly opened 
leased-wire facilities between the 
company’s New York and Los An- 
geles offices, Fairchild will launch 
on Sept. 11 a Pacific Coast edition 
of its “Newswires,” telegraphic 
bulletin for textile, apparel and 
home furnishings industries. 


Sli 


This is no time for a letdown! Business must perform as miraculously in 


FOR BUSINESS 


reconversion as in war. Never before such wartime accomplishment; never 


such opportunity for peacetime service. Fighters want no leaf raking when 


they return... only the opportunity to work and live and grow, in their 


own way. It is up to business to advertise and sell, produce more and em- 


ploy more, keep America strong. In planning your part of the greatest ad- 


vertising effort in the nation’s history, be sure to include Champion paper. 


1894-1944 


Ss 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 
Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . . 


. 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


Home Furnishings 


mor 


@ Reflecting the Think- 
ing of the Home Furnish- 
ings, Housewares, House- 
hold Appliance and 
Radio Industries. . . . 


Two car body manufacturers 
recently announced their de- 
but as appliance manufactur- 
ers: F. L. Jacobs Company 
will make automatic washers; 
Murray Body Company will 
make electric ranges. 


Aviation Corp., General Mills 
and Admiral Radio are other 
manufacturers whose entry 
into the appliance field was 
announced in recent weeks, 
while Reynolds Metal Com- 
i will make kitchen uten- 
sils. 


The small appliance field has 
attracted Sperti Electric Mfg. 
Co., and American Master- 
Craft Products; and a former 
store fixture firm, National 
Store Fixture Co. of Balti- 
more is now advertising kit- 
chen and dinette sets. 


Yes, the battle for home 
furnishings sales will have 
many new contestants after 
the war. 


And because of the presence 
of so many new resources, 
furniture and department 
stores will be in greater need 
of information, news and 
ideas than ever before. 


They will continue to get the 
fastest, most complete home 
furnishings editorial service 
through RETAILING. It is up 
to forward-looking manufac- 
turers to see that they get 
the selling-facts. 


RETAILING 
HOME FURNISHINGS 


A Fairchild Publication 
Fairchild Bidg., 8 E. 13 St. 
New York 3, N. Y. 
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Directs KRNT Programs 
Charles D. Miller, formerly pro- 

gram director of Station WING, 

Dayton, and of KFAB and KFOR, 


Letter Writing Week 


Promotion Launched 
“Everything’s ‘OK,’ Your Letter 


Lincoln, Neb., has been named to| of the seventh national letter writ- 


a similar position 
KRNT, Des Moines, replacing Ed- 


KSO, Des Moines. 


with Station | ing week Oct. 1-7, promotion plans 


4 


ition, Inc., New York. 


INDUSTRIAL Post-War BUILDING 
‘will fetal 500 MILLIONS 
ANNUALLY... 


Pencil Points 


The Magazine of Architecture 


|ery manufacturers. 

Promotion will be based on the 
| idea that a letter is “the tie that 
| binds” servicemen and their homes. 
Participants in a window prize 
|contest will be required to devote 
|one window display to writing 
| paper during the campaign week, 
include in the display one or more 
posters furnished free by the cen- 
| tral committee, and enter in the 
|contest a photograph of the win- 
dow display. Three-color litho- 
graphed posters will be available 


CONTROLLED BY 
ARCHITECTURAL 
MEN Who read 


ri 


ers, variety chains, 
and other retailers 
'compete for prizes. 


drug 


Came Today!” will be the theme | 


: |for which are already under way | 
mund Linehan, who has gone to) jn the offices of Paper Stationery | mann division of Standard Brands, 
& Tablet Manufacturers Associa-|Inc., as further backing for the 
Sponsors | government nutrition 
|of the program include 24 station- | will begin a new drive of split- 


Semi-Cartoon Ads 
Planned on Theme 


‘Bread Is Basic’ 
| New York, Aug. 16.—Fleisch- 


campaign, 


| page semi-cartoon style advertise- 
ments. 

First of the four-color ads, enti- 
tled “How to Keep Your Live 
Wires Lively,” will break in The 
American Weekly Sept. 17, and the 
initial copy in the second unit will 
appear Oct. 1 in the comic sec- 
tions of the Metropolitan Sunday 
Newspapers. Late in August, 


Yow to keep your live wires lively 


Advertising Age, August : 1944 


LIVELY TOPICS—First .in a new series of 4-color ads, this copy for Fleischmann 
division of Standard Brands, backing the government's nutrition campaign, will 
break in the Sept. 17 issue of The American Weekly. 


Fleischmann will announce the 


desiring to| sentatives. 


drive in bakery trade publications, | company’s 


to promote the theme of the new/ Basic.” This campaign, 


to all department stores, station-| ‘Bread is Basic” series to bakers|by the slogan “Bread is a Fuel 
stores | through local Fleischmann repre-| Food,” will 


stress four 
points: 


For more than two years the Sy 


advertising has 
and will provide tie-up suggestions | ploited the fact that “Bread 


Enriched bread is a superior 


é< } ; , 
We learned a lesson when we investigated 


The ROTARIAN” says 4, Line). 


George S. Jones, Jr., is President of the Na- 
tional Federation of Sales Executives and Vice 
President in Charge of Sales of Servel, Inc., 
peacetime makers of the gas refrigerator of 


which more than two million are in use. 


= 


keeps things cod, and never causes a moment's trouble." system to wear out, break down, or become 


pre SSS 


We'll moke homes more comfortable, too... with 
vor Gas A . 


y frteoner Tt will beat longer” was fi 


Mr. end Mrs. Millond say their Servel Gas Refrigerator Two million families are glad they own Servels today, 
is 80 quiet, they d almost forgotten about it until we = when repair men are hard to find. Servel, the Gas Refrig- 
asked questions “it just sits there,” says Ray, “and — erator, is di/ferent—it has no moving parts in its freezing 
noisy. 


The Ges Refrigerator thet “sts 


Ete many other national advertis- 


“Add three Millands to your list of enthusiastic Servel owners” ” says Mr. Jones, “present limita- 


sige Co Musca. of appearing in “TILL WE MEET AGAIN”. A Paramount Picture 
" a = bs 


p “ TI Bip ey ee 
; 7 i* # Z : - : ae 2 


ers, 
tions on available space caused us to 
review our schedule. This offered an 
opportunity to consider the merits of 
The Rotarian magazine, which we 
did in consultation with our adver- 
tising agency. Analysis disclosed a 
remarkable combination of prestige, 
coverage, high buying power, low 
duplication, attractive rates, editorial 
excellence and attentive readership. I 
don’t know why we waited for pres- 
ent conditions to make this discovery, 
but we learned a lesson when we 
investigated The Rotarian.” 


as 
. * 


* * * 


Would you care to review the evi- 
dence which convinced Servel of the 
merits of The Rotarian magazine? 
Reach for a pin, while you are think- 
ou Gan Come ing about it, and attach the coupon 
ms oe to your letterhead. 


been prepare d and 
Barton, 


Servel advertising has 
placed jor fifteen years by Batten, 
Dur fine and Osborn, Neu York. 


¢ 
COMMUNITY 


“ o Influence the Influential” 


Se in aerate 


tHe Rotarian 


35 East Wacker Drive Dept. 11 Chicago 1, Illinois 
Please send me your data sheets, ‘The Uncovered Influence Market."’ 


product, a fact brought home by 
previous ad campaigns so success. 
fully that a recent survey showeg 
80% of a cross-section realized jt 
and more than 50% understoog 
why and how. 

“2. Bread is basic, and aside 
from its own high nutritive stang- 
ing, it is a natural companion ty 
all the other six food groups listed 
by the government in its basic 
foods that should be eaten dail; 

“3. Quality values, such as taste 
flavor, wholesomeness and econ- 
omy. 

“4. The place of bread in , 


child’s diet, making its easier fo; 


|mothers to insure adequate food 


> 


intake for youngsters.’ 


Agency in charge is Arthur 


|Kudner, Inc. 


Issue Cities Service Book 
Cities Service Company, New 
York, is distributing through its 


| bulk station dealers, a new ‘“‘Farn 


Book” containing up-to-date in- 
formation about wartime care of 
machinery, buildings and home 
appliances. 


Leaves Saraka Firm 

Kay Simmon has resigned as 
vice-president and _ advertising 
manager of Union Pharmaceutical 


| Company, Bloomfield, N. J., make: 


of Saraka laxative. 


*eeneeeeeeee ee eee 


NUMBERS 


F numbers were every- 
thing China would 
rule the world. 


Even equal numbers 
are equal only numer- 
ically, for the nature of 
things is not determin- 
ed by the symbols of 
reckoning. 


There are newspaper 
circulations in Boston 
comparable with that 
of The Herald-Trave. 
ler, but there is nothing 
comparable in their lin- 
age totals because The 
Herald -Traveler is not 
merely an aggregate of 
numbers but a concen- 
trate of incomes. 


Always First in Boston 
Often First in Americ: 


HERALD-TRAVELER 


Boston, Massachusetts 
—~ 
George A. McDevitt Co. 


National Representatives 
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Miss Gary Cigaret 
Contest Produces 
¢]4.000 for Yanks 


Gary. Ind., Aug. 15.—In an area- 


pd ide contest officially closed at 
os midnio nt Aug. 10, Irene (Cookie) 
5 ; Kuch’ came through today with 
sic 11.910 votes to win the title, “Miss 
A Gary garet, the Paper Doll for 
yanks Overseas.” As such, serv- 
ceme’. overseas will find her pic- 
ture cnclosed in free cartons of 
jgare's Which will be distributed 
a em ne $14,052 proceeds of the 
schmann ontes! ; 
‘ign, will Main condition for voting was 
at five cents accompany each 
——— BB ote cast, with the number of 
nome byfvotes ‘ncluded on one ballot lim- 
success. fited only by the amount of money 
owedffattached. Results of the contest 
alized it Mand progress of the dozens of girls 
derstood {competing were tabulated by em- 
“BB ployes of the Gary National Bank 
1d aside and published by the Gary Post- 


re stand. Tribune, which with the Chamber 


anion to - 
reau, jointly sponsored the contest. 


9s listed 
‘fs a War Department endorsement 
en daily and approval of the plan was ob- 
as taste tained, and the local cooperation 
1d econ.fMof lodges, fraternities, clubs, the- 
aters, etc., all contributed to create 
ad in aggwhat Frank G. Hubbard, assistant 
asier forqggto the publisher of the Post-Tri- 
ate fooiimbune, told ADVERTISING AGE was a 
~ Btown in hysterics.” He added 
Arthurgthat “almost nothing is talked 
about except ‘Miss Gary Cigaret.’ ” 
“Miss Gary Cigaret,’—or, Miss 
Book Mxuch — will reach servicemen 
0 verseas even before the cigarets 
ny, Newland her picture. On a week’s trip 
‘ough itsito New York, accompanied by a 
w “Farmf™ehaperon whom she will select, she 
date in-Mwill appear on “Blind Date,’ Blue 
» care off™Network coast-to-coast program, 
1d homefisponsored by Lehn & Fink, which 
s sent shortwave to foreign bat- 
tle fronts. In New York Miss 
m Kuchta will be honored at a re- 
igned as ception by Yank, the Army news- 
ivertisingggp2per, and will be sketched by 
aceuticalae thur William Brown, president 
J.. maker f the Society of Illustrators. It 


BEST RECORD 
IN 

5th WAR LOAN 

With their highest 

the 30 


counties of the Tulsa 


quotas yet, 
Magic Empire sur- 
passed goals in the 
recent war bond cam- 
paign, buying 107.5% 
of "E" Bonds quota, 
nd 132.2% of total 
Markets 
eople with money. 
<VOO alone blankets 


his rich market. 


quota. are 


urce-Published Figures 


is this sketch that will be repro- | 
duced and enclosed with cigarets. | 

The contest was promoted only 
in editorial space in the Gary 
paper. Girls were urged to cam- 
paign for themselves at movies 
and clubs. Teaser notices appeared 
in the paper from July 10 until 
the opening of the contest. 


Moves Offices 


Allied Advertising Agencies, 
San Francisco, has moved to larger 
quarters in the Hearst building, 


Third and Market Sts. 


Dell Publishes Paper 
for Syndicate Stores 


As a supplement 
Screen, Screen Romances, and 
Modern Romances, Dell Publishing 
Company is issuing a monthly 
magazine titled Syndicate Selling 
and printed “especially for syndi- 
cate store managers.” 

Featuring merchandise news 
and how-to-do-it solutions for 
management problems, the maga- 
zine is aimed for the entire chain 
store from manager to sales girl. 
It contains no advertising. 


to Modern | 


Schade Joins Servel 

Gilbert Schade, formerly with 
the Pratt & Whitney division of 
| United Aircraft, East Hartford, 
|Conn., has joined the advertising 
and sales promotion staff of Ser- 
vel, Inc., Evansville, Ind. 


Williams Joins WING 

John P. Williams, formerly sales 
manager of Station WIZE, Spring- 
field, O., has been named execu- 
tive vice-president and_ general | 
manager of Station WING, Day-| 
ton, succeeding Ronald Woodyard. | 
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Adopts Nine Columns 
Philadelphia Evening Bulletin 
has adopted a nine-column page 
style for its classified pages as a 
paper-saving measure. 


For Signs of 
the Future 


The first that most busy people know of what’s happening...in the White 


House and throughout the nation, on the battlefronts across the seas, and 
in their own home towns...is when they “see it in the papers’. e What’s 
more important, people turn to newspapers for most of their informa- 
tion...for all the vital details, in printed word and map and picture, 
that bring the news to life and give it meaning. e And the place where 
people get most of their information...where so many people get it first 
...1S naturally the best place for you to give them information about 


your products and services, your wartime activities and postwar plans. 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A. is published by The Des Moines Register and Tribune in the interest of all newspapers 
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Blaine-Thompson Named 

Sharp’s Cough Drops, Reading, 
Pa., and Greenberg: Publisher, 
New York, have appointed Blaine- 
Thompson Company, New York, 
to handle their advertising. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Issues Paper Dictionary 

Callaway Associates, Boston, has 
issued a dictionary of paper trade | 
terms, containing 575 definitions | 
and 23 pictures concerning the 
| paper trade. The book was com- 
|piled by William B. Wheelwright 
of the agency. 


Penn Names Buchen Co. 
Penn Electric Switch Company, 
Goshen, Ind., has named The Bu- 
chen Company, Chicago, to handle 
advertising of its line of automatic 


Foreign Accounts to JWT 

J. Walter Thompson Company, 
Calcutta, India, has been appointed 
to handle publicity and advertising 
for the Governor’s 1944-45 Red 
Cross appeal. The company’s San- 
tiago, Chile, office will conduct 
advertising for Orange Crush in 
that country. 


Can. Station Named CKSF 


The new radio station of the 
Standard - Freeholder, Cornwall, 
Ont., has adopted the call letters 
CKSF. It will operate on 1230 


controls. Business papers will be 
used. 


kilocycles. 


Breweries which use outdoor 
posters continuously are in a tough 
spot because they will have to bear 
the brunt of an OWlI-sponsored 
campaign aimed at getting the 
farmers to plant winter crops. With 
poster space practically sold out, 
OWI went to the breweries for 
their support, with the government 
furnishing the posters. But only 
about half of the breweries now 


OF FACTS 
AND DATA 


An Encyclopedia of 
Information for Radio 


@ It’s on the press now .. . the 
first statewide radio audience sur- 
vey, covering cities, villages and 
farms. ever made in Oklahoma. It 
follows the pattern set by two sep- 
arate series of studies in lowa and 
in Kansas, begun by Dr. H. B. 
Summers of Kansas State College 
and carried on in recent years by 
Dr. F. L. Whan of the University 
of Wichita. 

In its 86 pages are the facts and 
fgures gathered from Oklahoma's 
77 counties on what stations people 


‘ 


Oklahoma Listening 
People, Time Buyers 


listen to morning, afternoon and 
night; when they listen; what type 
of programs they like best: the 
effect of age, place of residence, 
education and standard of living 
on listening hours and habits; and 
dozens of other important facts of 
interest to radio people and time 
buyers. 

If you are on WKY’s mailing 
list, you'll receive a copy. If not, 
mail your request for a copy at 


once. The supply is limited. 


f 


REPRESENTED BY 
THE KATZ AGENCY 


BY THE AUTHOR 
OF THE WELL 
KNOWN IOWA 
AND KANSAS 
RADIO STUDIES 
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@ oo 
uves 


are said to be using outdoo) 
tising right along. The ind 


try js 
working under the hardsh je 7 
30% reduction in the amo int , 
malt it can purchase and y be 
faced with a further reduc: ion , 
all cereals. 

* * * 

Marshall Field & Co., ( icagy 
department store whose 1t-of. 
town customer accounts «!ready 
have reached a sizeable total, re. 
portedly plans to hit harder thay 
ever, postwar, on its mail orde 
business. “BBhe 9 

* * * Rudge 

Looking ahead, United Air Line, fmtions 
is re-establishing mercantile diyj.jpas" 
sions in major cities to serve map.qqpolde! 
ufacturers, department store byy.jggerna! 


jirect 

Aft 
jonor 
chie\ 
1ers-l 
0 all 


ers and others in the mercantile 
field. Managers of three of th 
divisions will soon be shifted from 
the company’s personnel depart. 
ment where they have been since 
the war’s start. 


* * * ial a 

Indicative of intersectional tradi" 
battles to come is the New England a 
Council’s warning that the area it Se i 
servic 


represents will face unfair compe. 
tition if peacetime operation of 
government-owned war plants js 
subsidized in order “to maintain 
war-swollen populations.” Of such 
plants, 97.1% are located outside 
New England. 


Baldwin Harper to CBS 


Baldwin Harper, former produc- 
tion supervisor of the OWI, and 
previously production manager of 
WTAX, Springfield, Ill., has joined 
CBS as assistant director, replac- 
ing Les Harper, who has joined 
Benton & Bowles, New York. 
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Schwed Joins Schenley 
John J. Schwed, formerly ad- 
vertising manager of Julius Wil 
Sons & Co., New York, has joined 
the advertising department of 
Schenley Distillers Corporation 
New York. 


EFFECTIVE | 
BUYING 
INCOME 

1943 OVER 

138 MILLION 

- DOLLARS! © 

THAT'S © 


BEDFORI 


A market of over 208,000 economic 'Y 
sound people—thoroughly and ex: 


sively covered by one outstanc "9 
newspaper. 
New Bedford is the hub of a grt 


summer resort area catering to th 
| sands of visitors who add much to 
wealth and stability. 
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by Gilman Nicoll & Ruth 
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sing Age, August 21, 1944 


1944 Adver' 


nMAA Announces 
50 Direct Mail 


vafepeacders Contest 


ek New York, Aug. 15. — Direct 
'° Of MA) sdvertising Association has 
it 9 anounced the opening of the 1944 
‘Fifty Direct Mail Leaders Con- 
st” covering direct mail or mail 
aterial produced between 
1943, and Aug. 31, 1944, 
svotes some space to any 
1eme’ campaign, or can be 
ermed essential printing.” 
“Val ie to the War Effort” is the 
if this year’s competition, 
leading campaigns to be 
od on that basis.  Classifica- 
include mail order cam- 
letters (with or without 
0 house magazines —in- 
ernal | and external—and general 
4jirect mail. 
After the 50 leaders are selected, 
norable mention certificates of 


depart. pchievement will be given to run- 

en sinceqgmers-up. As a further inducement 

9 all entrants and the only spe- 

ial award outside of the 50 lead- 

al tradeMmets 22° d runners-up, there »vill be 

England plaque for “The Best Service- 

> area tmemen's Bulletin or Literature to 

compe. Rervicemen.” Special certificates 

ation ofr! award also will be given to all 

lants jquproducers who are recognized by 

maintainagee Winning advertisers as having 

Of such layed an important part in the 
outside production of the prize-winners. 

. Judging will be under the direc- 

ion of Edward J. Pechin, adver- 

CBS ising manager, plastics depart- 

: nent, E. I. duPont de Nemours & 

© eae 0, and president of Industrial 

, and 


farketers of New Jersey. E. D. 
fadden, vice-president and direc- 
pr of McCann-Erickson, Inc., is 


nager of 
aS Jolned 


, replac-Mnairman of the contest committee. 
Ss joined EET 

ork. oane 

illiam Bausch Named 

nley {§ William Bausch, vice-president 
erly ad-™f Bausch & Lomb Optical Com- 
ius Wilampany, Rochester, N. Y., who has 
1s jOined™mpeen with the company for over 
nent of™d years, has been elected chair- 
porationg™gman of the board succeeding his 


rother Edward, who died July 30. 


The Power 
of Habit 


For more than 19 years, the 
people of Southern New 
England have turned to 
WTIC for their favorite ra- 
dio entertainment. And be- 
cause these people possess a 
buying income more than 
60% in excess of the national 
average, they comprise a 
market which no wise adver- 
tiser can well ignore. When 
you make up your next ap- 
propriation, remember this... 


n Southern New England 
feople are in the Habit 
of Listening to WTIC 


tstanc "9 
ane at 


to thou 
ch to our 


if 


by WEED & COMPANY 
York, Boston, Chicago, 
Francisco and 


Keystone Totals 206 


Keystone Broadcasting System 
has added three stations to its list, 
bringing the transcription net- 
work’s total to 206 affiliates. New 
members are KPLT, Paris, Tex.; 
KRIC, Beaumont, Tex., and 
WDWS, Champaign, III. 


L’'Hommedieu Joins Ayer 

Earle Barteau L’Hommedieu, for- 
merly of the American City Bu- 
reau, Chicago, has joined the pub- 
lic relations staff of N. W. Ayer 
& Son, New York. 


‘Pathfinder’ Appoints 
Pathfinder, Washington, D. C., 
has appointed Russell W. Allen 
Company, New York, to conduct 
its research activities in the small 
town field, to which the circula- 
tion of Pathfinder is directed. 


Miss Lynahan Named 
Elizabeth J. Lynahan has been 
appointed home service director 
of the Peoples Gas Light & Coke 
Company, Chicago, succeeding 
Karen Fladoes, who resigned to 
join Nash-Kelvinator Corporation. 


H. D. Collins Named 


H. D. Collins, for many years 
with the creamery stores division 
of H. P. Hood & Sons, Cambridge, 
Mass., has been appointed man- 
ager of sales service of the Me- 
gowen-Educator Food Company, 
Lowell, Mass. 


Joins “Tobacco Journal’ 

Charles Nazarian, formerly in 
the New York office of ADVERTIS- 
ING AGE, has joined the editorial 
staff of United States Tobacco 
Journal, New York. 


33 
Watson to Duffy 


Norman Watson, formerly with 


Esquire, has been named art di- 
rector of Jim Duffy Company, 
Chicago. 


(7; IP] Looking For A New Line ? 


Then we have it. ee, is the 
~ | profit field today. pack 

a good Multi- usmle o B&B 
Complex "nae, under your own label. We 
can handle a few more good accounts. Write 
today for complete information. 


THE GIBSON COMPANY §i*2" ting 


THE DETROIT FREE PRESS GIVES YOUR ADS EXTRA READER INTEREST 


That’s the 


Little Shopping Item Story 
Brought... That’s Indica- 
tive of the Reader Interest 


Response ONE ee | 


te 


got 


for Greater Results The Free 


Press offers 


On Saturday, July 1, The Detroit Free Press printed a 


Advertisers @~ 


FROM THE 


little shopping item story on an “insect killer for screens.” 


of the merchandise. 


newspaper in this market of nearly 3,000,000. . 


Interested readers were invited, as is customary in each of 


these service stories, to phone The Free Press for the source 


that makes advertising in this paper EXTRA VALUABLE. 


It suggests the pay-off qualities inherent in the only morning 


that goes into the homes of over 370,000 families daily. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Not/. Representatives 


TABULATION OF RECENT 


CALL REPORTS 


DETROIT FREE PRESS 


WOMEN’S SERVICE BUREAU... 


The figures given are recent tele- 


phone call 


responses to shopping 


items carried on Free Press Women’s 


Pages: 
Within 8 hours, 4032 interested women made calls at the 5- 1—Polka Dot Dress... .1001 calls 
rate of 500 per hour. And this is not unusual. It does indi- 5- 8—Leg Make-Up Kit. . . 1396 calls 
cate that The Free Press has the kind of reader interest 6: 2 Mendihe Cosa ..... 1180 calls 


6- 6—Knitted Suit (fashion) 728 calls 


6- 8—Rouge and Lipstick. . 922 calls 
. a paper 

6 9—Bolero (fashion) .... 794 calls 

6-30—Beauty Lotion ..... 2998 calls 


These are typical responses from 


our daily call reports. 
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Straight Talk Counts Most 
...in “LINCOLN LAND” 


= 


We've been making a study among “Lin- 
coln Land” folks... what makes them 
buy? And it proves again what we've 
known for years. They want facts... 
right over the plate. 


Find out what it is that makes your 
product “all wool and a yard wide,” teH 
‘em, and you'll readily sell ‘em in “Lin- 
coln Land.” See your advertising agency 
or ask us for the facts. 


Prarie 


AHMEH 


CHICAGO 


Post-war Plannin g? No! It’s Action NOW 


as Executives seein “Limcoln Land”: 


1. The second largest city-[arm market in 


the country 


2. All the essentials for stable, continuing 
prosperity 

3. Two lines of communication (WLS and 
Prairie Farmer) that reach to its heart 
... and which alone are sufficient to 
send the life-blood of demand coursing 


through its arteries of distribution 


HERE do we strike first? Where do 

we dig in? What markets are going 
to be most valuable to us five years from 
now... 10 years... 25 years? 


Where can we invest time, and energy, 
and money now to best advantage .. . get 
the most from it... write the best insur- 


ance for our business future? 


All industry, all business is asking those 
questions—and decisions are being made 
now. Allsigns, all figures, allanalyses point 
to “Lincoln Land,” with its hand on indus- 
try and transportation and its feet on the 
soil,as one of the richest, most stable, most 


permanently profitable markets to win. 


One of the most important factors in many 
of the decisions to dig in now in “Lincoln 
Land” is the recognition that so many of 
its people and dealers can be reached eco- 
nomically—with just two mediums: radio 
station WLS (50,000 watts), and Prairie 
Farmer (founded in 1841), one of the 
oldest and most influential farm papers in 
America. 


Because WLS and Prairie Farmer have 
lived the lives of “Lincoln Land” fo'ks 
with them for generations, because our 
interests are theirs and we put good neih- 
bor service ahead of “propaganda”’, we 
all meet on common ground. 


Time after time, manufacturers hve 
found that with WLS and Prairie Farrier 
only, they have reached the minds oi so 
many people in “Lincoln Land,” crea ed 
so much demand, that no other medivus 
were needed. A tremendous discov‘), 
when you are deciding where to put y: ut 
roots down, and where you can get m »st 
results for least cost not only today 
but in the future. 
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. THE PAY-OFF . . . . OTHER FEATURES. . @ 


civilian life in the advertising business. 


Near Joe: 

on other day, the Sun carried a story 
vith a London dateline, which told of an 
Englis! newspaper’s plan to publish an 
India paper edition for overseas circula- 
ion. A few years ago, 
ou may have scoffed 
tt the idea. But G. I. 
Joes, like yourself, 
rave made this one 
vorld a tighter, smal- 
You have 
sought the U. S. A. 
‘loser to Britain, 
france, Australia and 
vhere not. American 
oducts have proved 
heir worth on every 
ighting front from the 
arctic to the tropics. 
African street gamins have learned to 
hew gum, English stenographers know 
ll about the Stork Club and dwellers 
n Pacific isles have danced to the re- 
ordings of popular swing bands. 

Just what does this mean to the news- 
aper business? It means that news has 
uutgrown national boundaries. It means 
at the products of our mills and fac- 
ories will be in demand wherever the 
eep has cut a new swath for civiliza- 
ion to follow. It means that American 
nanufacturers will be alert to the op- 
rtunities of markets far and wide. More 
mportant to G. I. Joes, busy today with 


E. S. Friendly 


avinning the war and ready tomorrow to 


eap the peace, it means that the home 
wn newspaper in metropolitan cities 
terally will take wing and soar. 

The newspaper on your breakfast table 
n194V may be read simultaneously thou- 
ands of miles away by men and women 

whom this country has become almost 
familiar as their own. Our standard 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
| = man, discussing some basic situation or point 
of view that will be important for “Joe” to bear in mind when he returns to 


of living will set standards for other na- 
tions, and the products that constitute 
the basis of those standards will be of 
absorbing interest and, unless I miss my 
guess, wide purchase. I believe and hope 
it will be a better and braver world, be- 
cause of what G. I. Joes like yourself have 
done to make it so. I am confident it 
will be a world of unparalleled oppor- 
tunity. 

The prosperity of this country depends 
upon the production and distribution of 
an output amounting to some $150,000,- 
000,000. That will take a lot of selling, 
and by selling I mean advertising, too, of 
course. 

At present, newspapers are curtailed by 
a shortage of newsprint. But as soon as 
paper becomes available in increasing 
quantities, it will be used not only by 
newspapers and magazines, but by manu- 
facturers and distributors and retailers 
whose job it will be to insure your jobs 
back home by keeping production and 
distribution at maximum levels. 

While you have been away fighting, 
your newspapers have been vigilant at 
home. They have not passed up a chance 
to preserve the way of life for which you 
have fought. They have tried consci- 
entiously to safeguard your interests, and 
those of your loved ones. Doubtless, let- 
ters from home have reflected the ac- 
complishments of a free and fearless 
press. 

You may be confident that the Sun, 
like other outstanding American news- 
papers, will spare no effort to preserve 
what is best in American life, and wel- 
come you back, soon I hope, to a land of 
which you may be as proud as we are 
of you. 

EDWIN S. FRIENDLY, 

Vice-President and General Manager, 

New York Sun. 


lhe Creative Wane Corner 


Probably there is no group of men in 

ivertising whose duties and whose re- 
bilities are so unequal as the group 
n as Advertising Managers. 

As a result, there is no group of men 
lvertising whose career-patterns are 
ried and whose service to advertis- 

so uneven. 
reason, we think, lies mostly in 
il management’s often faulty con- 
n of the job itself—and of the 
tising agency’s function. 
us take four examples: four adver- 
managers of fairly comparable 
nies, comparable in the advertising 
ems that they face and comparable 
n the advertising funds with which 
ittempt to face them. 
four of these men are about the 
ige. Each is a man of considerable 
1 ability, and while they have 
nt backgrounds, they could, on 
alone, conceivably be __inter- 
d. 
factors that make such an inter- 
entirely impossible seem to this 
to be worth putting down. 
\ n administrator of an advertising 
He is almost nothing else. 
ertising plans and copy for his 
ny are worked out by the agency 
esented by the agency annually to 
anagement group. If approved, 
then are put into operation—by 
ency. 
presumably a member of his com- 
management group, but actually 
a part of it only when advertising 
are presented. At other times, he 
nly the responsibility of seeing that 


the budget is respected ... and space 
salesmen neatly brushed aside. 

Everyone who has dealings with him 
likes this man, but respect for him in his 
position grows gradually less. 

B is a vice-president of his company. 
Unlike A he is solely in charge of and 
entirely responsible for its advertising. 

He can, and frequently does, overrule 
others of the management group of which 
he is a part, and he closely directs his 
agency’s entire activity. He works over 
copy by the hour. He watches production 
with an eagle-eye, and he helps buy space 
and time. 

As far as his agency is concerned, he 
is the company, and as far as the com- 
pany is concerned, he represents the 
agency, too, for he makes every adver- 
tising presentation. 

No agency will ever get on top of B. 
He makes it his main job to see to this. 
C is not an officer of his company. And 
although he is no less able than A or B 
(and actually receives a higher salary 
than either of them) he is almost strictly 
a departmental business manager. 

Advertising plans and copy are worked 
out by the company’s sales manager and 
the advertising agency. C, with a fine 
background in advertising generally, is 
made responsible only for carrying out 
his sales manager’s orders. 

His authority extends only over small 
details. 

D, like B, is a member of his company’s 
top management group. His title is vice- 
president in charge of advertising and 
merchandising. In the wise planning of 
this company, D has been brought up to 


see advertising just as his general sales 
manager sees it—as a part of the com- 
pany’s selling force and never a thing by 
itself. 

The result is, D functions as the coor- 
dinator of advertising into his company’s 
whole selling plan. He spends a good 
deal of time with his agency, not on 
copy or layouts or schedules but in pains- 
taking interpretation of that selling plan 
to them. When they have planned to- 
gether, D assumes joint responsibility 
with his agency for the plans they have 
made. 

Like A, this man administers the 


advertising fund. Like B, he works 
closely with the advertising agency. And 
like C, he is responsible for the depart- 
mental operation. The difference is, he 
confines himself to no one of these things 
—nor even to all of them. 

He is a general sales executive in 
charge of advertising. He also, one of 
these days, will become his company’s 
head. 

First, perhaps, he will be sales man- 
ager. 

And that is what this Corner thinks 
every advertising manager should be 
heading for. 


lhe Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


W. B. Ricketts of the N. W. Ayer Foun- 
dation gives a new name (new at least 
to me) to a large and prevalent class of 
mail order advertising. He calls it 
“symptoms” advertising. 

His description is quite pat, for much 
of this advertising appeals directly to 
people who have (or think they have) 
symptoms of some disease or trouble— 
pimples, corns, cancer, athlete’s foot, rup- 
ture, varicose veins, or what not. It 
promises relief from your trouble if you 
use the product advertised. 

In some cases it is merely a continua- 
tion of the patent medicine epoch in 
advertising and is “pretty awful’ in its 
impression on the thinking reader. In 
many others it is a legitimate high-grade 
appeal performing a real service. 

Such advertising usually needs only 
small ads for good returns—rarely over 
28 or 56 lines. If asthma tortures you or 
your false teeth keep slipping, your eyes 
will automatically catch any ad referring 
to your trouble and you will read it in 
the hope of finding relief. Little copy is 
required—often only the heading naming 
your disease or trouble, a few words 
promising relief, and the directions for 
sending for the product. 

Some of this advertising will not be 
accepted by many publications and tends 
to cluster in certain classes of magazines, 
much to the annoyance of other mail 
order and general advertisers who would 
like to use these same publications. These 
advertisers just don’t want their ads sur- 
rounded by too many ads talking about 
fistulas, prostate glands, or undeveloped 
busts. 


business Chart of the Weck 


A variation of this kind of advertising 
is used by Metropolitan Life Insurance 
Company in its fine ad now running on 
“Some mistaken beliefs about Cancer.” 


Some oustzkee 


hotrefe abont 


(encer 


fi 2 
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It is mail order advertising in that it 
carries a coupon for a free booklet about 
cancer but it is not trying to sell any 
product. It is another of the helpful 
services of Metropolitan. 

Some general advertisers use another 
variation of symptoms advertising with- 
out any attempt to get a direct reply. 
Witness the halitosis, B. O., pink tooth 
brush, and dish water hand appeals. The 
method is apparently effective in both 
general and mail order advertising. 
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If it’s 
A TEST 


you want... 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 


*Independent Survey of Providence Bulletin 


Bus Line's Good 
Will Campaign 
Proves Success 


Chicago, Aug. 15. — That the 
general public now recognizes that 
its local transportation service is 
the “life line of the community,” 
is seen as one major result of the 
sustained year-long campaign be- 
ing completed this month by the 
National City Lines, Inc. 

Using 41 daily and 41 weekly 
newspapers in the 32 cities where 
N.C.L. operates buses and street 
cars, the company sought to com- 
bat the effects caused by the in- 
creased demands for wartime 
transportation — overcrowding, 
new drivers and common knowl- 
edge of the danger in the use of 
worn equipment. 

Formulated entirely by the ad- 
vertising department of the com- 
pany, but using local agencies in 
some instances to place copy, the 


campaign had three phases—(1) 
to dramatize with a “historical” 
series city transportation as the 
life line of the community, point- 
ing out that the best in the past 
was not as comfortable as the 
present, despite wartime incon- 
venience, (2) to put across op- 
erational hints with a “queerios- 
ity” series, and (3) to tell in facts 
the problems the company faced. 
The “historical” and “queerios- 
ity” series each covered three full 
months and paved the way for a 
direct sight “thought selling” 
series which followed. This latter 
series warned against rush-time 
riding, pointed out materials that 
formerly went into manufacture 
of equipment now go into ships, 
planes, tanks and guns, and 
termed transit “More than ever 
before the Family Standby.” 
Supplementing the full year’s 
newspaper campaign, N.C.L. 
placed monthly front rack bus 
cards in all of its cars and buses. 
The cards first publicized the 
newspaper advertisements and 
then tied directly to the news- 
paper campaign. Cards telling of 
the vital job of the operator, the 
men behind the scenes, and the 
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BLOOD ...and Sweat 


Boop PLASMA, more than any factor except 
the sulfas, gives our wounded a fighting chance 
for life. From Pearl Harbor, repeated from 
other war zones, came the encouraging note, 
“nearly every man who left our operating 
. is alive today. Why? Because he 
was given plasma to reduce shock before be- 
ing anesthetized.” 


rooms .. 


It is not only in the war zone, but in the 
home zone that the study of blood, the life- 
line and sewer of the body, gives a better 
understanding of disease and how to treat it. 
For blood will tell if the patient is anemic, has 
malaria, syphilis, what his capacity is for re- 
sisting infectious disease. 

Scientists and researchers, here and abroad, 
are working on blood as the key to health; their 
bulletins 
and clinic reports, in and out of the war zone. 


investigations appear in journals, 


These reports, created by to:/ and sweat and 
labors of the workers in clinic, laboratory, and 
hospital, must reach all civilian physicians to 
accomplish the greatest good. 


In April, 1941, the first package of human 


plasma was marketed. In the April, 


1941, issue 


of Modern Medicine was an article on how to 
use blood plasma in the combat zone; it has 
reported on the progress of civilian blood 


banks from the beginning. 


Recent exhibits in color, reviews by author- 
ities, and articles in Modern Medicine on 


blood plasma and serum albumin 
red blood cells for hemorrhage, 


for shock, 
fibrin for 


wounds and grafts, vitamin K for blood clot- 
ting—all aid the physician to understand how 
blood may be used in making his diagnosis 


and prescribing treatment. 


On blood plasma, penicillin, sulfa drugs, 


vitamins, all the other advances and discover- 


ics in modern medicine, Modern Medicine is 


the first to bring these reports to all 
physicians in the United States. 


The acceptance of Modern Medicine by the il 
medical profession is conditioned on the ac- 
curacy, timeliness and practical character of 
reporting in general medicine and all special 
fields with the emphasis that most physicians 


prefer—on diagnosis and treatment. 


THE JOURNAL OF 


CHICAGO + 


DIAGNOSIS 
PUBLICATION OFFICE—MINNEAPOLIS, MINN. 
NEW YORK - 


CLEVELAND + LOS ANGELES - 


AND 


SAN FRANCISCO 


practicing 


TREATMENT 
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BUILD GOOD WILL—Two of the year-long series used by National City Lines Th 
to create public understanding of wartime service problems. ‘ratl 
— just 
necessity of the transit vehicle in| series of cards to stimulate public J woul 
wartime followed. Next came a/| cooperation. One, headlined “Your “‘/ 
Buses and Their Tires Must Last MM the h 
Longer,” asked patrons to dis- t{ 2 
tribute weight evenly by stepping athe 
to the center or rear of the bus than 
Finally the cards reiterated the “et 
“Family Standby” thought. A ot 1 
unique safety contest also was de- debt 
signed and publicized. avec 
Profitable operation of the Mjernm 
N.C.L., owned by the five Fitz- has s 
gerald brothers who in 24 years Ming t 
built the system of more than 30 jj the 
lines operating from Michigan to short 
Texas, is explained by low cost @large 
rides plus advertising for good Jjcan 
will. N.C.L.’s advertising depart- J prob! 
ment conceives the idea pattern @ hone 
for promotion purposes and then to th 
carries through with every detail Ame 
of production, handling most of “T 
the space buying and placements. @ Ame 
OO wrot 
Jordan Appoints Agency §* “ 


R. M. Jordan & Co., Providence, 
has named Needham & Grohmann, 
Inc., New York, to handle national 
advertising of its quality costume 
jewelry. 
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ACTIVE 
SALT LAKE 
MARKET 
ae 


Utah has one of the high- 
est per capita ratings as 
a radio listening market. 


JOHN BLAIR & CO. 
National Representative 
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“a ‘ | just now our first concern is full sis 
My Day Plugs | ee ee Orth to General Aniline | Haller Promoted 
S?° G Hill Ad This campaign is placed by Samuel es ped ats se = ‘ Roy po carn sales representa- | ACCOUNT 
a! - Fuller & Smith & Ross. manager of Spaulding-Moss Com-| tive in erta for the past seven | 
4 Mc raw 1 pen? veo yi join General} years, has been appointed sales | EXECUTIVES 
~ ‘ : ’ niline & Film Corporation Sept.| supervisor of the western division | ; let us help you solve your 
By in 119 Papers Electrical West’ Up : 1 as general sales manager of the|of Building Products Ltd., Mon- | 1 OUT OF eae stetge thi d 
, 2 ‘ew York, Aug. 15.—Eleanor Effective Sept. 1, 1944, Electrical | Qzalid Products division, Johnson | treal, with headquarters in Winni- | EVERY 10 ize in dealer, consumer, and 
New p . ; West, San Francisco, will grant| City. N. Y ™ opini Servi 
ion inet Roosevelt —s ae gent oars 15% agency commission to adver- y, N. fn nar oe 3 peg, Man. oe Sinuien aan ae ae 
ro . | tion this wee oa recen' aaver- tisers under its new rate schedule >. ligation. Write for Negro 
Bae isement of McGraw-Hill Pub-| just issued. Multiple and frac. | Arnott Joins Ronalds Day to Hazard Market Facts today. 
lishin cope ae gg tional page rates have been in-| S. K. Arnott, for the past two| Kathryn Day, formerly with!| DAVID J. SULLIVAN 
tional Debt . ‘ef a “g* ve hed creased, based upon a 36% in-| years head of his own public rela- | Cotton Textile Institute, has joined| | NEGRO MARKET ORGANIZATION 
Job,” DY pic Ing ‘dist ib ted es crease in circulation since 1933.|tions business in Kitchener, Ont.,|the staff of Hazard Advertising| | ““""Sc tien avenue nes vocn a7, mov 
‘My oa a a ai at “a 119 Electrical West is a McGraw-Hill| has joined the Toronto office of |\Company, New York, as fashion | 
Unites — ure syndicate to publication. Ronalds Advertising Agency. and merchandising consultant. | 
newspa} ‘ 
“The ‘ad, signed by James H. 
ken ts McGraw Jr., president, was pub- 
r char ‘shed aS an insert in the 24 Mc- 
sonnel Graw-Hill business papers, with 
combined circulation of about 
00.0 } and combined readership 
cies if ; 500,000, and as a full page in 
~oter the Chicago Tribune, New York pe Ma Se Sa 
petbie? Herald Tribune and Washington 
Post, with combined circulation of 
— about 1,350,000. 
ty Lines The ad, Mrs. Roosevelt said, was 


‘rather interesting. . . There is 
——. ‘ust a little part of it which I 


2 public would like to quote here: 
1 “Your ‘A huge debt may so draw out 
ist Last MM the hidden powers of a people that 


to dis. Mit makes the nation wealthier 
stepping rather than poorer, stronger rather 
she bus than weaker. 
ted the “Up to now Americans have 
ht. <A H—not met the test of a big public 
was de- Mgdebt too well. Individuals have 
saved more in cash than in gov- 
of the Mernment bonds, and the country 


e Fitz- $Jhas shown little interest in avoid- 

4 years Ming the kind of taxes that reduce 

than 30 @the demand for labor. These es . = 

igan to Mshortcomings, I am sure, stem 

»w cost Mlargely from the fact that Ameri- I n d u s ft r ia ! Cc e n ft e r Whi t h 2 8 3 
r good Mcan people never have had the ' ; : 
depart- problems of debt and taxation 

pattern @honestly and adequately explained * oge * 

alia Gam. 1 bate bontdonse tn ten Diversified Manufacturing Plants 
y detail American people.’ : 

nost of “IT have confidence, too, in the 


ements, M American people,” Mrs. Roosevelt 

wrote, “for what we set ourselves 
yency § © do we always accomplish, and | 
vidence, 
hmann, 
rational 
>ostume 


Trading Center of 13 Counties, 
| One of The Richest Agricultural 
Sections in The U.S.A. 


111,000 Metropolitan Population 
377854 A. B.C. City and Retail Trading Zone 


"ene meecccese 
t 


S Geet “Fest City un the Mid-West 
er scaun tee MM ROCKFORD MORNING STAR ... ROCKFORD REGISTER-REPUBLIC a 
vm aa C0 MORSEMATE | Ruth apne Simms, Publisher | 
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Haehnle Agency Expands| Ad Council Issues 


Walter Haehnle Advertising 


Agency, Cincinnati, has expanded | P]qn to Combat 


its offices in the Gerke building | 
and established a public relations | J b T 
division. Abraham __ Rosenfield, | apor urnover 
nm y 7 To 
cet prone ae =e OW i | New York, Aug. 16.—A four- 
te ool Supervisor of the| point plan to combat labor turn- 
e |over in plants producing war ma- 
terials and essential civilian goods 
THIS IS JINX FALKENBERG has been announced by War Ad- 
PRETTIEST girls in the world | vertising Council. 
r i cYE*CATCH- . ‘“ 
ERS fg. and children, The plan, intended to help ex- 
too. Practical situations for all| ecutives ‘sell’ their organizations 
ads 100 new photo subjects . 
monthly to pep up your adver- | ON the value of a more active per- 


tising and increase its pull . ralati ~ ated ~ 
Saree yon. grease cts pull. | sonnel relations program tells how 


Ross, volunteer council advertis- 
ing agency, working with Carlton 
Healy, vice-president of Hiram 


as Council coordinator on man- 
power campaigns; H. W. Bullard, 
personnel 
Can Company, campaign manager 
on the anti-turnover drive, and | 
Allan Wilson, Council staff man- | 
ager. 

The program is directed, not at | 
advertising managers, but at gen- 
eral managers or other chief op- 
erating executives. 

In some plants, Mr. Bullard said, 
labor turnover has been more than 


Walker, Inc., who formerly served | 


director of American | 


Advertising Age, August 21, igy 


Jack Platt, of Kraft Cheese, and Willard Lochridge, JWT, to: »eq 
the Sunset Ridge golf course near Chicago a couple of weeks go 
with Bing Crosby, for many years star of the Kraft Music Ha! op 
NBC. Bing upheld his reputation as a sound golfer by cardi: = 4 
72, one over par, while Lock turned in a 77... 

Paul White, CBS director of public affairs and news broadc «ts, 
and Margaret Miller, network scriptwriter on “Report to the Nat\..»” 
and “Dateline,” were married Aug. 5 in Washington. . . Ano! je, 
couple to tie the knot the same week were Irv Genatt, Confect. »)- 
ery-Ice Cream World’s new mg. ed., and Ruth W. Kutner, who ci. ose 


Adi 


| 

Write now for Interesting new | LO 100% a year. Emphasis is given torrid Aug. 2 for the event... Ma 
— | “i. Find eGt why your workers) She program to Saprering ie| New York News’ inquiring photographer nailed BBDO publicity om 
Eye* Catchers, Inc. "New York” | UU Use th vetiie % t — and “humanity” of fore-| director Bill Maloney last week with “As one who lived through yf | 
. caminan” € answers to cut your ’ the last depression, are you more careful with your earnings, and if Ls 
“3. Continue to get the facts. Gre Sas klet so, how are you investing them?” Bill replied age old . <st 
Sell it ith MOSS oa. Keep the new worker on y Boo : ? and 
e wi the job. Newest bulletin of Grey Adver- most of us a two 
PHOTOS In addition to a campaign book, | tising Agency, New York, is its much-needed |es- will 
1.000 lots. | Ne order too 8x\0 a questionnaire booklet, titled | four-page “Television Grey Mat- son. I have taken cor} 
2e. Br 5 he yn “Will You Help Cure Uncle Sam’s| ter” which will appear periodi- out an insurance isc: 
thing. : Headache?” is offered. Angos-| cally. The booklet will treat tele- annuity which D 
eer snantel: 50 x 40 tura - Wuppermann Corporation| vision from all angles, from its ill id tion 

ps, mount- 2 : A Ph Be wi provide e 
ed on heavy board, tel provided funds for publication of| present stage until it becomes “the d f ie thre 
$2.45 each in lots of 10. » ms the campaign book. major medium for national adver- ee he SOR 1 1y anc 
Write for free samples, price list A. The findings resulted from a|tising” in the “next five or 10 with insurance Ch 
185 W. 46th St, N. Y. C. 19, BRyant 9-84g2' Study made by Fuller & Smith &| years.” protection and a re} 
retirement in- Ma 
' come. .. I also “ex 
buy war bonds as “ 
YOUNGSTERS—Charles E. Murphy (left) and G. Lynn Hen henagig ee. ae 
Sumner (right), both former presidents of the Advertis- othing is safer dete 
ing Club of New York, with Gov. Thomas E. Dewey, Edwin Gerth, nan 
Republican nominee for the Presidency. With Lowell head of Gerth- cate 
Thomas, also a former president of ry age a a Pacific Advertis- f | 
. A uently make up a golf foursome at the Quaker Hi j : + nc 
1,754 Daily Newspapers in the Nation renee Club, mae P 28 Dewey's home at Pawling, N. Y. “pol ae ss anes 
advertising A 
instructor at Stanford U., has been elected an alumni trustee of the 
Knox College, Galesburg, Ill. Mr. Gerth is a Knox alumnus, class Cur 
of °18. . . July 27 was the birthday of a seven-and-a-half pound im) 
daughter whose father is Paul F. Harron, pres. of WIBG, Phila- adv 
delphia. . . star 

First radio man ever to accompany President Roosevelt on recent late 
journeys outside the U. S. is Carleton Smith, mgr. of WRC in Wash- ica 
ington for NBC. Smith, former “presidential announcer” by virtue pia 
of role as introducer on the President’s “fireside chats,” represented Siam 
the four networks on the President’s voyage to Pearl Harbor. . . 

For the “where are they now?’ dept.—those retired ‘‘names”’ in 
advertising, of course—F. Wallis Armstrong, 76-yr.-old mentor best Ja 
known for his handling of Campbell soup and Victor phonograph Us 
accounts, is trying (and proving) his hand at raising horses on his L 
240-acre farm at Moorestown, N. J. Mr. Armstrong was responsible of 
for Cavalcade, one-time Kentucky Derby winner... . ng 

Hamilton Hinz, agricultural editor of the Sacramento Bee, was Put 
gen’l chmn. of the comm. in charge of Sacramento’s 2nd Victory 391 
garden harvest festival, held Aug. 3... a 

the 
Du 
sun 
17.¢ 
: T 
sun 
ie 
1,7$ 
233 
n- ISE€ 
, Ar 
HECK IT (as we did), get the latest ABC statements and 
; ; | W 
national census figures and you'll get the same answer. Only 7 other . 
dailies top The Omaha World-Herald and its 48.6°%% statewide cov- ¥ 
HOLLYWOOD PARTY—Leonard Callahan, new chief of the western branc 


erage. That’s a record we’re proud of ... so much so that we’re sure 
that The Omaha World-Herald will rate your “A” schedule. What 
do you think, Mr. Space Buyer? 


Bureau of Public Relations, War Department, was guest of honor at a recent 
luncheon given by Sidney Strotz, NBC vice-president. Left to right: Lewis All: 
Weiss, vice-president of Mutual-Don Lee network; Don E. Gilman, vice-preside 
of the Blue Network; Mr. Callahan; Mr. Strotz; Don Thornburgh, vice-preside 

of CBS; and Cornwall Jackson, head of OWl's radio division in Hollywood. 


-“ 


It’s Lt. Col. Edwin E. Leason, now, for the former major, who 
director of civilian personnel at the 2nd air force headquarte: 
Colorado Springs. A veteran of World War I, he was sales mgr. 
Dickie-Raymond, and is a former pres. of the Boston adclub. 
Anna-Stina Anderson, sales rep. of Ahlen Akerlunds Forlag, Stoc! 
holm, largest publishing house in Sweden, braved a four-week 
ocean trip by tanker to study the sales technique of American ‘ 
agencies. After a flight to New York from the Mexican port 
arrival, she visited Chicago and then Minneapolis, where the sou! 
of some of her native language made her feel at home. . . 

Cpl. Carl R. Hammons, Stout Field, Indianapolis, formerly 
charge of the Los Angeles Examiner’s advertisers’ service dept., 
entering the officers’ candidate school at Fort Custer, Mich., follov 
. Mabel Butterfield, assist. 
Elmer D. Pederson, sls. prom. mgr. of the Blué Network in Holl; 
wood, resigned her job to become the bride, Aug. 6, of Jerome ! 
Badgley, sls. prom. mgr. of the classified ad dept. of Southern Ca! 
fornia Telephone Co. . . 

The entire staff of WFIL, Philadelphia, was entertained at a part 

luncheon and dinner—Aug. 10, by Roger W. Clipp, pres. of the st: 
tion. The outing was held at the Manufacturers Golf and Count! 
Club, Oreland.. . 

Maj. J. Hartzell Spence, formerly UP prom. mgr. and later ex¢ 
ed. of Yank, has been assigned PRO for the new 20th AAF wit 
headquarters in Washington. .. Northam Warren Jr., v.p. of No! 
tham Warren Corp., has been promoted to major in the Army, sté 
tioned at Ft. Benning... 


Remember, Nebraska's wealth comes from the good earth, and 


its present prosperity will continue on through postwar years. 
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Ma'estic Radio 
Ready for Video, 


Signs Show for Tangee 


George W. Luft Company, Long 
Island City, on Aug. 24 will start 
its second musical show for Tangee 


cosmetics, using 80 Mutual sta- 
FIV in V- Day Mart tions, Thursday, 8:30-9 p. m., 
go, Aug. 16—Majestic EWT. Company began its first 


at Television Corporation is 
; “particular emphasis on 
cy modulation and other 
eng ring advancements that 
1] terially increase the pub- 
; osire to replace their pre- 
r radio,” the 


JjJare. last week. In_ addition, 


network advertising in May of this 
year when it placed the “Sammy 
Kaye Tangee Serenade” on the 
Blue Network, Sunday, 1:30-1:55 
p. m., EWT. New show features 
the same orchestra and format. 


Sullivan Promoted 


an advertising representative in 
Meredith Publishing Company’s 
New York office, has been ap- 
pointed advertising sales manager 
of Better Homes & Gardens. 


Victor Smith Appointed 


Victor A. Smith, for several 
years head of his own agency spe- 
cializing in aviation advertising, 
has been appointed business man- 


'Trowbridge Names Two 
Edwin L. Sullivan, for 17 years | 


Trowbridge Outdoor Advertising 
Corporation, Newark, N. J., has 
named A. J. Reinschreiber as mid- | 
west outdoor advertising sales rep- 
resentative with headquarters in 
Chicago, and George E. Thompson 
& Associates, New York, as eastern 
representative. 


39 


'‘Constructor’ Rates Up 


Effective Sept. 1, rates in The 
Constructor, Washington, D. C., 
will be raised from $125 for a sin- 


| gle full-page insertion to $150. 


Other space units will be increased 
accordingly. The publication is 
also resuming the 15% commission 


|for recognized agencies. 


GIBBONS KNOWS CANADA 


" corporation’s Agency is Warwick & Legler, New| ager of Air Pilot and Technician, 
nuo. report to stockholders de- | york, 


|New York. 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WINNIPEG, 


ADVERTISING 


TORONTO, MONTREAL, REGINA, CALGARY, EDMONTON, 


MERCHANDISING 


VANCOUVER 


Vaies\ic television receivers will 
he included in the company’s line 
war radio products. | 
The report, for the year ending | 
May 31, 1944, lists the corpora- | 
tion's net earnings at $201,109. 88, 
and says that sales for the first | 
two onths of the new fiscal year | 
will total more than 30% of the| 
corporation’s sales for the full) 
fiscal year ended in May. 
Distribution will be done na-| 
tionally and in export markets 
through independent radio appli- 
ance distributors, except in the) 
Chicago market, according to the | 
report of E. A. Tracey, president. | 
Maiestic intends to be ready with | 
“extremely competitive models” | 
for the first postwar line, he said. | 
The result of an independent | 
survey made in the past year to} 
determine the selling value of the | 
name Majestic is said to have indi- | 
cated almost universal recognition | 
ff the trademark and an accept- 
ance of the product as one of high 
juality, Mr. Tracey said. 
Advertising during the past year 
was designed to maintain and 
stimulate acceptance of the name. 
Currently, Majestic uses full-col- 
umn, twice-monthly newspaper | 
advertisements publicizing the| 
standings of radio stars as tabu- 
lated by C. E.. Hooper, Inc., statis- 
tical authority. An exclusive con- | 
tract with Hooper was negotiated 
through Foote, Cone & Belding, | 
the Majestic agency. 


Jan.-July Newsprint 
Use Down 16.3% 


During the first seven months 
of 1944, daily newspapers report- 
ng to the American Newspaper 
Publishers Association used 1,343,- | 
391 tons of newsprint, a decrease 
of 16.3% compared with the same 
period in 1943, and 20.1% below 
the same period in 1941, base year. 
During July, those papers con- 
sumed 174,866 tons of newsprint, 
17.6% under July, 1943. 

Total estimated newsprint con- 
sumption in the United States for 
the seven-month period was 
1,791,188 tons—for July, 1944, 
233,155 tons, including all kinds of 
uses of newsprint paper. 


Another Reason 
Why Winston-Salem 


— Prreernpoeiranangna 


e Bassick Caster Company has 

nased a large plant which is 
be 9 converted to the manufac- 
tur of furniture hardware .. . for 
area's ever-growing furniture 
in try. 


— is a permanent addition to 
ton-Salem's growing list of in- 
ies and imposing payroll. 


J’ URNAL and SENTINEL | 
inston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
BC—Radio Station WSJS—SKW 


The “Carrier” Boys 


Remember the lad who used to deliver your paper 
every evening?... well, he’s over there on the battle 


front right now... carrying the fight to the enemy. 


He’s the boy in the foxhole or in a tank. He's the 
boy in the air behind the controls of a lightning 
the deck of an aircraft 


fighter or about to “take off’ 


carrier somewhere at sea. 


The carrier boy has long been the symbol of news- 
papers in America, just as newspapers are the sym- 


bol of free speech and liberty. 


Newspapers are necessary to the American way of 
life—and a newspaper's first responsibility is to 


the people 


The Call-Bulletin, San Francisco's friendly news 


REPRESENTED NATIONALLY BY PAUL BLOCK 


newspaper, believes that by giving first considera- 
tion to its readers it serves its advertisers better. Ad- 
vertisers considering the newsprint shortage know 
that retained reader interest is of utmost importance 


to them as well as this newspaper. 


So when complete victory is finally won and peace 
again returns, advertisers can rely upon The Call 
Bulletin to carry their messages to the audience in 
San Francisco with the greatest Effective Buying 


Income. 


Newspapers Get Immediate Action! 


) rz . 
San Franctsco 


CALL-BULLETIN 


The SO EP EA Paper \. = in a EP OPEIEE ST Market 
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40 Advertising Age, August 21 ig4, 
1 . 
Name Butler Brothers 'Phil Gordon Named AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 
Stewart - Warner Corporation,| Phil Gordon Agency, Chicago, —1944——_,  -———19483-—, ——1944——,  ——1 
Chicago, has appointed Butler|has been named to handle adver- Pages Lines Pages’ Lines J, Pages Lines Pages tees 
Brothers, Chicago, sole distributor|tising of the book division of| GENERAL Soreeniané Unit ....-. p> 
. fommee vadion 3 , i h i 5 2 Screen Romances ..... 53.0 22,757 33.2 t'99 
for Stewart-Warner radios in the| Coyne Electrical School, Chicago.| Ace Fiction Group.... 8.6 1,809 5.9 1,327 auainate 17.4 7671 13.3 4,225 
. is é rritories. | National magazines will be used. |tAmerican Magazine.. 58.9 24,742 67.4 24,630 | > | REY Rll Allie ae af , 3 5, 68¢ 
S. Louis and Dallas & pas cm scabs American Forests .... 13.5 5,670 7.9 3,318 bh Geatieaes (F). 59.1 25,339 30.5 3,105 
. American Home ...... 33.0 20,839 23.2 14,675 rue 
H Standard Stati Richard Porter Named American Legion ..... a ee ran 48.0 18.489 88.7 144 
eads Standar ations Richard L. Porter, formerly ac-| Asia & the Americas.. 2.8 1,106 0.6 248 “terac) SERS 41.5 17,192 329 : 
: : . . LMLAC) warn eer ennnnee ’ . 4,099 
E. J. McClanahan, vice-presi- | count executive for Tom Fizdale, —, Homes & 35.7. 28.668 35.6 22,405 | True Romances ........ 43.0 18,432 32.5 1399, 
dent of Standard Oil Company of|New York, has been appointed). Oiian Herald. 904 8657 168 6791 | True Story ........... 60.7 26,026 39.7 17,947 
California, has been named chair-| administrative assistant to the} Qi... TT  Oae 16.479 9.9 6.752 | Vogue (2 issues)...... 222.7 140,761 158.3 1,019 
man of the board of Standard Sta-|director of industrial and public|/G jjiymbia 90231) 1722 14 ‘975 | Woman’s Day ........ 35.5 15,228 24.8 at 
tions, Inc., a wholly-owned sub-| relations of Colt’s Fire Arms Mfg.|Cosmopolitan ......... 51.7 22,200 53.0 22,717 | Woman’s Home 49.5 33.667 46.3 ' 
sidiary. Company, Hartford, Conn. Dell Detective Group.. 18.6 7,972 11.0 4,707 Companion ......... 5 6 3. 447 
Dun’s Review ........ 33.5 14,371 8.8 3,751 _ 2 Orr a = 
ee Ss 11.8 1935 10.6 4,450 Total Group ........2,080.1 1,025,763 1,485.6 251 
Esquire (Natl.) ...... 62.2 11,815 39.8 26,778 STANDARD 
Pee eee eee 11.3 7,838 8.5 5,828 : , - 5 
mae tn Ttan' > gt i ” American Mercury : 11.7 2,138 11.5 OR9 
“itastiine Detective, fi feild 31. geer | Stinatlo Monthly ..... 485 16.890 91.5 621 
_ soasiahastel . “ = nets or’s Magaz sah Ae 0,997 34.6 394) 
Bae 4a a Wes sie es 6.6 2,828 9.1 3,897 Harper's Magasine . 7 Sate eet a i “4 
2, See eee 175.5 110,941 138.0 87,216 ~ 9 « a9 ; 
: Set) ee 101.4 31,40! 83.3 95 
House Beautiful ...... 51.2 32,381 22.0 13,915 aes eee a 
House & Garden . 34.7 21,903 20.5 12,926 OUTDOOR 
Improvement Era 16.4 7,019 14.0 6,027 +American Rifleman .. 17.1 7,195 15.9 8] 
Macfadden Men’s Grp.. 13.9 5,942 10.1 133 +Field & Stream...... 16.0 19,330 30.0 RR 
Mechanix Illustrated.. 47.7 10,695 30.5 6,842 Fur-Fish-Game ...... 17.4 7,465 3.4 7¢ 
+Motor Boating Bs 80.9 47,555 56.0 24,192 ‘Hunting & Fishing... 15.2 6,397 9.3 
National Geographic... 32.8 7,812 33.3 7,93 4Outdoor Life ........ 45.8 19,223 985 9 
d . Nation’s Business .... §0.1 25,260 65.8 27,644 +Sports Afield 22.8 14,777 19.1 17 
NO advertisement bNature Magazine .... 3.7 1,569 5.0 2,119 crane = : 
Popular Mechanics ... 84.0 18,816 51.0 11,433 | Total Group ........ 174.3 74.387 116.2 g 
Popular Science ...... 100.7 22,554 63.1 14,129 | JUVENILE 
° eee re 48.7 20,908 33.6 14,418 | NILE 
that calls too much attention RG oa a a 10.0 4,309 14 1,905 | +American Girl ...... 6.8 2,844 3.2 135 
Scientific American 10.8 1,654 11.9 5,095 ee SAG abe eeses’ 19.7 13,363 10.8 97 
f 7Street & Smith 2Calling All Girls..... 16.5 6,279 6.0 9 
; ; . Fiction Group £.5 837 10.0 S900 | 40h Life ...c cccscss 3.7 1,555 2.7 17 
to itsel 1S apt to call too little ee ee 27.4 11,528 24.7 10,380 ree R2ORIGS ci iia 6.3 2,413 3.5 3 
Thrilling Group ...... 13.7 3,067 16.4 3,674 - - -—— 
° h Town & Country...... 69.2 40,460 46.3 31,108 TOA? Groep .iccicss 53.0 26,454 26.2 3,518 
; Aare $1.2 7,7 56. 35,645 
attention to the product. — x pi ach el esas WEEKLIES—July 
Tete! Groum ....6.s 1,376.9 661,525 1,031.3 484,949 147American Weekly .. 68.4 68,365 32.1 61,064 
. E *Business Week ...... 374.9 157,452 361.1 150,63) 
WOMEN Christian Advocate , 5.0 2,198 10.0 1,2 
oo ee ere ; 80.2 34,391 29.7 2,727 0 og! A aera e 167.0 113,559 168.5 114,56 
| CET Eee 94.2 $0,397 66.3 28,457 SUTUEEe a's cevicale's cbs Gas ; 86.5 37,100 62.0 26,¢ 
Good Housekeeping... 71.1 30,517 68.3 29,806 | *Family Circle ........ 59.2 25,413 61.4 2 
tHarper's Bazaar ..... 100.5 63,520 121.0 SLBE0 | BOPOCS oo ciciicc cic sic we 36.7 15,763 32.9 14,0 
Ey ee eee 16.1 2,222 Lez 8,885 eee 3s bevels ties Mae 30.7 20,757 se 3 
BROUBORONE fie b5 kas oss 14.1 9,619 3.1 8,970 DOT cteutecnann eeu 110.9 47,596 59.9 25,689 
Ladies’ Home Journal. 74.2 50,466 63.7 43,330 PS o's. 0,2: Rik GA ee ALA 205.9 139,990 226.9 154,2 
HeEnrRI, Hurst & McDona.p, Inc. Mademoiselle ......... 216.1 92,697 203.5 CRBOE a TE bicivakwavanieseswen 68.0 46,236 76.1 51,76 
Cc OG 59.1 40,201 17.0 31,944 FINO WE WOEGM cdsviicdicies 255.2 107,190 222.4 93,421 
Advertising - HICAG Modern Romances 71INew York Times 
g ° | ree 49.0 21,021 30.6 13,137 Magazine .......... 107.3 91,208 35.6 35,589 
Modern Screen (MM).. 55.9 23,979 34.9 14,985 SOW TOTEO? 666 wb i680 150.9 64,717 136.0 58.33 
Motion Picture (F).... 60.5 25,959 31.9 13,664 TORPMLNORGGr ...6.c88s 37.1 15,589 15.8 6,768 
~) i gy! ||)” 29.4 12,618 “ie ae So. eee re 21.7 15,545 13.5 9,662 
a ee 36.9 15,870 13.6 5,864 WO ig ox o Rew OES 434s 5.6 3,825 6.9 4,675 
Movie Show .......... 24.9 16,957 10.4 7,093 aSaturday Evening 
Movie Stars Parade... 36.5 15,671 13.6 5,864 a SRE ere eee 239.0 162.484 245.0 166,57 
Movie Story (F)...... 59.3 25,461 31.9 13,685 This Week Magazine 45.3 37,367 39.0 33,142 
BON oc viic eee ek auegess 36.6 15,719 3.8 5,935 | Pere eee yr eee ree 312.3 131,179 272.2 114,319 
Parents’ (N. Y. Metro. United States News... 169.2 71,081 210.8 88,53: 
REP eee rere eee 75.7 32,478 47.3 20,291 —_-— - — « ————— : : 
Parents’ (Nat’l) ...... 69.9 30,006 45.2 19,398 Total Group ........2,526.1 1,353,857 2,278.1 1,240,238 
Personal Romances .. 28.7 12,322 13.8 », 926 | —_—— 
Photoplay-Movie ' +Page size changed since last year. 
Mirror (Mac) ....... 53.7 23,055 36.0 15,429 *Not included in totals. 
PYOMONEEO .6c6c ccc. 41.1 17,626 26.5 11,386 1Five issues 1944; four issues 1943. 
Radio Mirror (Mac) .. 39.2 16,794 34. 14,758 2July-August issues combined. 
*Real Romance ...... 18.9 8,126 cd Sis eIncludes main paper and story section 
eee 18.9 8,126 ove he aFive issues both years. 
Screen Guide & bAugust-September issues combined. 
ee 25.8 17,522 12.1 8,259 | 8Four issues 1944; five issues 1943. 
. . * | 
August Issues Nissen Joins Lieber Bennett Promoted 
‘a Kenneth Nissen, former Toledo | Joseph S. Bennett, manager o! 
of Magazines free-lance artist, has joined Lieber | sales of the American Engineering 
Advertising Company, Chicago, as} Company, Philadelphia, has been 
% Ad G eee | art director. \elected vice-president. 
Show 24% ain 
New York, Aug. 16.—With vol- = 
ume of advertising linage stepped 
up over the previous month, Aug- 
ust issues of national magazines 
carried a total of 3,173,391 lines, 
a 23.7% gain over similar issues o o 
of a year ago. Biggest advances Sp i i Pp Y id 
were made by the outdoor and ecia rint ie & 


| juvenile publications. d r¢ i PI 
| General magazines, with a total 

| of 661,525 lines in August issues, | improve olor ates 
| posted a 36.4% gain over August, 
| 1943, issues. Linage in the wo- 
|men’s publications, amounting to 


1,025,763 lines, represented a 36.5% Kodachrome is the accepted, convenient way to shoot color. | 

advance. Standard magazines, with ; 

31.405 lines, were up 21%. But for finest color plates, don’t ask your platemaker to work from 
Outdoor publications, with a Kodachrome Film direct. Give him a Chromart Print, made from 

74,387-line total, were up 49.3% your finished Kodachrome, because... 


for the month while juvenile mag- | 
azines, totaling 26,454 lines com-| 


| : . we know how to get the most out of Kodachrome. We have 
pared with 13,518 in August, 1943, 


were up 95.7%. been making Chromarts for 7 years for such accounts as 
July weeklies, extending their | Sunkist, Cole of California, TW A, Four Roses, Meredith 

advance, carried a total of 1,353.- | Publishing, Consolidated Steel, North American, Boeing, 

857 lines of advertising, a 9.2% | | Lockheed, Douglas. 

gain. 


——_____—_ tf ... platemakers have been reproducing “flat copy” dependably 


Crescent Panel Expands | for nearly fifty years ...color-for-color. 


Crescent Panel Company, manu- | | 
facturer of hardwood plywood, | §}) 


.a Chromart can be displayed, okayed, pasted into artwork, 


-paniser _ airbrushed for last-minute changes. 
Louisville, Ky., has opened new | ° 
sales offices in New York, Chicago. Chromart Prints are priced from $44 to $100. Investigate! 
San Francisco, Los Angeles and | 


Tacoma. Emphasis will be placed 


on marketing the company’s ply- PHOTOCHROME 
wood surfaced with Kimpreg, a 


plastic finish in sheet form devel- 


oped and manufactured by Kim- 837 North Fairfax Avenue Hollywood 46, Cal. 
berly-Clark Corporation, Neenah, 
Wis. | 


_ SALVAGE ALL WASTE PAPER _ sss 
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sing Age, August ai, 1944 


Nonut Month Pace ; 


spurred By DCA 


)romotions | 


yew York, Aug. 15.—Launching | 


e biggest advertising and | tion 
it has ever} war 
od, and each year of the| Chicago. 


campaigns 


it has been successively | 


Aug. 28-31. 


National Associa- 
of Broadcasters, executives 
conference, Palmer House, 
18-20. 


Sept. National Publish- 


sgressive, the Doughnut|erg Association, annual meeting, 


tion of America announces | Shawnee Inn, Shawnee-on-Dela- 
‘ ns for the 16th annual) ware Pa 
< | ’ . 


Donut month drive will 
active support of the 
ie aking industry. Bakers, 
biog adesmen, trade associa- 
trade publications will 
’, under the direction of 
* ber Donut month com- 


Practically an epic in promotion 
rchandising, the October | 
onth has set the pace for | 
it amounted from $2,000,- 
decades ago to an esti-| 
olume of $144,000,000 this | 


Ma vehicle for the promotion 
page booklet, “You Said a 
outhful,” by Joe E. Brown, 
median. Written about donuts, 

book tells humorous incidents 
countered by Brown while tour- 
s 110,000 miles over the world’s | 
ttle fronts. Profusely illustrated | 


id easy to read, it contains a 
cipe section, nutritional facts 
id dunking rules. 

Feature advertisements about 


e book will be run in Life, True 
ory and Woman’s Home Com- 


nion. In addition, a publicity 


Sept. 22-23. National Industrial 


| Advertisers 
| conference, 


| Hotel, Chicago. 


| Oct. 


York. 


trunks, 
| cases, 


16-18. 


Association, 
Edgewater 


Life Insurance Ad- 
| vertisers Association, national con- 
| vention, Hotel Pennsylvania, New 


Winship to Wortman 


Winship Company, Utica, N. Y., 
has appointed Wortman, Barton & 
|Goold, New York, to handle na-| 
tional advertising for its line of 
hand-bags 


and 


41 
eee Weyand Promoted ing & Mfg. Company, has been 
eac | L. F. Weyand, formerly general ,n@amed general manager of that 


sales manager of the adhesive and | division with headquarters at De- 
coatings division, Minnesota Min- 


troit. 


sample | 


K Madio 204 New 
SoSpecial 


Spaper Publishers 
Advertising Represéntative 
Cabot St. 


-.. Portsmouth, WM 


NATION'S 


NO. 


IN RETAILING 


dvertising Age: Please enter my 
bscription for one year and send me a bill for $2.00. 


ome acinealinaytaeeeeiailiiiteiiainipapeitiainains “ 
Dmpany 


dress 


y and State 


. Title. 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


Blue Network at San Fran- |! 


ames Moser & Cotins — 


Pratt Industries, Frankfort, 
Y.,maker of spiral auto mufflers, 

ippointed Moser & Cotins, Inc., 
i, to handle its advertising. | 


ate Teachers Magazines 


buy an office fixture or a var 
oth paste or a lotion, the quality 
cle is what counts most. When 
adership, quality is also of tirst 


in State Teachers Magazines 
t only alert, high-quality read 
fs of ‘em. 700,000 teachers in 
re your audience. Their scope 


: their position in the school, 
in the community, is one of 
authority. 


k for no hetter audience for 
nessage. You can tind no bet 
than their own trusted pro 
irnals. Tell the story of your 
service, your ideals of business 
ers and, through them, to the 


erica in State Teachers Maga 
| gladly give you more details. 
«ft 


Manage 


HAT! EACHERS MAGAZINES, Inc. 


Chicago 1, Tl. 


fia C. Rawson, 


igan Avenue, 


cuition of 42 state teachers 


maqaztnes 


Is the Most Logical Spot for Your Consumer Advertising 


Rain or shine, practically everyone visits the Nation’s shop- 
ping centers for their food and drugs. e All year ‘round 


Criterion Poster Displays greet consumers at busy retail 


corners with eye-compelling 


advertising. e Day in and 


day 


out, sunrise to sunset, shoppers 


stream past Criterion Poster 


Dis- 


plays. (National average is 2,000 


pedestrians per display per day by 


latest Starch Survey.) e Criterion 


is continuous; it influences people 


at a time when “home” 
ing impressions have bec 


blurred, or forgotten. 


advertis- 


ome 


NEW 


SERVICE 


YORK 


BOSTON 


CHICAGO 


Criterion speaks your advertising message in gay colors to 
shoppers when they are most interested in the things you 
have to sell—when they are only a few steps from the stores 
where your products are waiting 
to be purchased. @ These are some 
of the important reasons why 


many national advertisers depend 


upon Criterion to reach shoppers 


in the nation’s No. | Spot in Re- 5 


tailing 


names like PILLSBURY, 3 


WHEATIES, RALSTON, HEINZ, WRIG- 


LEY, BOND BREAD, SWAN, KRE-MEL, 


WARD'S BREAD, CAMELS, 


ALBERT and many others. 


PRINCE 
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Name Butler Brothers 


Stewart - Warner Corporation, 
Chicago, has appointed Butler 
Brothers, Chicago, sole distributor 
for Stewart-Warner radios in the 
St. Louis and Dallas territories. 


Heads Standard Stations 


E. J. McClanahan, vice-presi- 
dent of Standard Oil Company of 
California, has been named chair- 
man of the board of Standard Sta- 
tions, Inc., a wholly-owned sub- 
sidiary. 


poet ey 


Phil Gordon Named 

Phil Gordon Agency, Chicago, 
has been named to handle adver- 
tising of the book division of 
Coyne Electrical School, Chicago. 
National magazines will be used. 


Richard Porter Named 


Richard L. Porter, formerly ac- 
count executive for Tom Fizdale, 
New York, has been appointed 
administrative assistant to the 
director of industrial and public 
relations of Colt’s Fire Arms Mfg. 
Company, Hartford, Conn. 


Advertising 


NO advertisement 
that calls too much attention 
to itself is apt to call too “ttle 


attention to the product. 


Henri, Hurst & McDonatp, Inc. 


- CHICAGO 


| juvenile publications. 


| 1943, 
|men’s publications, amounting to 


* 
Advertising Age, August 21 1944 
AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 
———1944——,  -——19438-——, m—1944—~, -—~——1 : 
Pages Lines Pages Lines Pages Lines Pages a 
GENERAL Screenland Unit ...... 35.4 15,181 20.1 639 
Ace Fiction Group.... 8.6 1,809 5.9 1,327 | Screen Romances ..... i 28 
tAmerican Magazine.. 58.9 24,742 67.4 24,630 | Secrets ............... 17.4 671 13.3 684 
American Forests .... 185 5670 7.9 8,818 | True Confessions (F). 69.1 36,889 30.5 105 
American Home ...... 33.0 20,889 283 14,675 | True Experiences 
American Legion ..... 23.8 10,225 19.9 8,519 (MRO) cereeceeereses we ier | oe 41 
Asia & the Americas... 2.8 1,106 0.6 ee ee, cae sane 
Better Homes & i i Rae 45.0 184323251 
SPOPEOOR oc es cca 35.7 22,568 35.5 22,405 hy eagle Tee 60.7 6.086 pl 961 
‘Christian Herald 20.4 8557 16.8 6,791 | true Story ........... core $9.7 047 
eee 24.2 16479 9.9 6,752 | Vogue (2 issues)...... aS-7 Sees | SESS O19 
* oa ” Woman’s Day ........ 35.5 15,228 24.8 Gr 
ee ee ee 2.5 1,722 1.4 975 A A dl 
Cosmopolitan ......... 51.7 22,200 58.0 29,717 | Woman's Home js a , 
Dell Detective Group.. 18.6 7,972 11.0 4,707 Companion ......... 49.5 33,667 = 46.3 447 
° , De o7 7 75 oes s 
HEIRS fone ellis. AES 4985 106 lao | Total Group ........2,080.1 1,025,768 1,485.6 751,25 
Esquire (Natl.) ...... 62.2 $1,815 39.8 26,778 STANDARD 
MONO. 6 wasn eiwa ss 11.3 7,838 8.5 5,828 ba. haa - 915 F ane 
awoett Men's Unit... ‘ea yar Sor | Ametlean Meroury 1172438 115 204 
spuartling Detective... $1 3614 21 $887 | Harper's Magazine... 462 10907 3460 Rt 
Fortune . ‘awe 175.5 110,941 138.0 87.216 29 z 
House Beautiful 51.2 32,381 22.0 13,915 ORE SIOORE 5 > 9.005 meek wecgee vee "3 
House & Garden ...... 34.7 21,903 20.5 12,926 | OUTDOOR 
Improvement Era 16.4 7,019 14.0 6,027 +American Rifleman 17.1 7,195 15.9 17 
Macfadden Men’s Grp.. 13.9 5,942 10.1 333 +Field & Stream...... 16.0 19,330 30.0 RR 
Mechanix Illustrated. . 47.7 10,695 30.5 6,842 Fur-Fish-Game ...... 17.4 7,465 3.4 7p 
+Motor Boating - SES 47,555 56.0 24,192 | +Hunting & Fishing.. 15.2 6,397 9.3 189 
National Geographic... 32.8 7,812 33.3 7,931 | ¢Outdoor Life ........ 45.8 19,223 28.5 918 
Nation’s Business 60.1 25,260 65.8 27,644 | *Sports Afield 12.8 14,777 19.1 173 
bNature Magazine ... 3.7 1,569 5.0 2,119 | pais ‘ 4 as 
Popular Mechanics 84.0 18,816 51.0 11,433 | Total Group ........ 174.3 74,3887 116.2 g! 
Popular Science 100.7 22,554 63.1 14,129 | 
ee are 48.7 20,908 33.6 14,418 | JUVENILE 
ee Serer 10.0 4,309 .4 1,905 | tAmerican Girl ...... 6.8 2,844 3.2 35 
Scientific American 10.8 1,654 11.9 6,095 | Bove’ WAlfe ..ccsscicss 19.7 13,363 10.8 375 
*Street & Smith “Calling All Girls..... 16.5 6,279 6.0 291 
Fiction Group 1.5 837 10.0 2,249 PENG EOTO Gide yacwees ie | 1,555 3.7 1,172 
DUNS. Scares dediccauxc 27.4 11,528 24.7 10,380 True Comics ......i.. 6.3 2,413 3.5 332 
Thrilling Group ...... 13.7 3,067 16.4 3,674 — : _ 
Town & Country...... 69.2 40,460 16.3 31,108 POtal GATORS. ods viies 53.0 26,454 26.2 518 
i 9 i d F or 4 
TEAGRUIME se isiecicaes Bisons dha ; a4 stahindate WEEKLIES—July 
TOeme MREOUR oi. 565s 1,376.9 661,525 1,031.3 184,949 17American Weekly 68.4 68,365 $2.1 61,064 
- % | ;Business Week ...... 374.9 157,452 351.1 150,631 
WOMEN | Christian Advocate 5.0 2,198 10.0 1,212 
Ser ree 80.2 - 34,391 eee re 167.0 113,559 168.5 114,563 
Pe eee ; 94.2 40,397 66.3 
Good Housekeeping... or 30,517 68.3 
tHarper’s Bazaar ..... 100.5 63,520 121.0 
oe ee 16.1 2,222 11,7 No 
ll. |) en 14.1 9,619 3.1 Postage Stamp 
Ladies’ Home Journal. 74.2 0,466 63.7 Necessary 
Mademoiselle ......... 216.1 92,697 203.5 If Mailed in the 
Se Perr rere 59.1 10,201 17.0 United State 
Modern Romances 
Sr ree eee 49.0 21,021 30.6 
Modern Screen (MM)... 55.9 23,979 34.9 
Motion Picture (F).... 60.5 25,959 9 
*Movieland “ise dopa 29.4 12,618 “3 B U S I NESS R EP LY CA R D 
2” 36.9 15,870 13.6 First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Ill. 
Movie Show .......... 24.9 16,957 10.4 
Movie Stars Parade... 36.5 15,671 13.6 
Movie Story (F)...... 59.3 25,461 31.9 
ec eee ree 36.6 15,719 3.8 e 7 t i S i n e 
Parents’ (N. Y. Metro. Ad A 
Ds tekerava deees ¥4 75.7 32,478 47.3 Vv g g 
Parents’ (Nat'l) ...... 69.9 80,006 45.2 : 
Personal Romances 28.7 12,322 13.8 100 East Ohio Street 
Photoplay-Movie ! ae 
Mirror (Mac) ....... 537. 23,055 | 36.0 Chicago 11, Illinois 
PROMIGMBES: cweSedc dices 41.1 17,626 26.5 
Radio Mirror (Mac) 39.2 16,794 34.4 
*Real Romance ...... 18.9 8,126 
CHRON AMET co ckkcsiwss 18.9 8,126 
Screen Guide & bAugust-September issues combined. 
ee 25.8 17,522 12.1 8,259 | ®Four issues 1944; five issues 1943. 


August Issues 
of Magazines 


Show 24% Ad Gain 


New York, Aug. 16.—With vol- 
ume of advertising linage stepped 
up over the previous month, Aug- 
ust issues of national magazines 
carried a total of 3,173,391 lines, 
a 23.7% gain over similar issues 
of a year ago. Biggest advances 
were made by the outdoor and 


General magazines, with a total 
of 661,525 lines in August issues, 
posted a 36.4% gain over August, 
issues. Linage in the wo- 


1,025,763 lines, represented a 36.5% 
advance. Standard magazines, with 
31,405 lines, were uv 21%. 

Outdoor publications, with a 
74,387-line total, were up 49.3% | 
for the month while juvenile mag- 
azines, totaling 26,454 lines com- 
pared with 13,518 in August, 1943, 
were up 95.7%. 

July weeklies, extending their 
advance, carried a total of 1,353.- | 
857 lines of advertising, a 9.2% | 
gain. 


——————— } 


Crescent Panel Expands 


Crescent Panel Company, manu- 
facturer of hardwood plywood, 
Louisville, Ky., has opened new | 
sales offices in New York, Chicago, 
San Francisco, Los Angeles and 
Tacoma. Emphasis will be placed 
on marketing the company’s ply- 
wood surfaced with Kimpreg, a 
plastic finish in sheet form devel- 
oped and manufactured by Kim- 
berly-Clark Corporation, Neenah, | 
Wis. | 


————————____ | 


|SALVAGE ALL WASTE PAPER. 


Nissen Joins Lieber 


Kenneth Nissen, former Toledo 
free-lance artist, has joined Lieber 
Advertising Company, Chicago, as 
art director. 


Bennett Promoted 


Joseph S. Bennett, manage! 
sales of the American Engineering 
Company, Philadelphia, has been 
elected vice-president. 


of 


! Lockheed, Douglas. 


Chromart Prints are priced from $44 to $100. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Special Print Yields 
Improved Color Plates 


Kodachrome is the accepted, convenient way to shoot color. 


But for finest color plates, don’t ask your platemaker to work from 
Kodachrome Film direct. Give him a Chromart Print, made from 
your finished Kodachrome, because... 


... we know how to get the most out of Kodachrome. We have 
been making Chromarts for 7 years for such accounts as 
Sunkist, Cole of California, TW A, Four Roses, Meredith 
Publishing, Consolidated Steel, North American, Boeing, 


. platemakers have been reproducing “flat copy” dependably 
for nearly fifty years ...color-for-color. 


.a Chromart can be displayed, okayed, pasted into artwork, 
airbrushed for last-minute changes. 


' 
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Donut Month Pace | 


Spurred By DCA F 


)romotions | 
N York, Aug. 15.—Launching | 
4 campaigns 


it has been successively | 


for the 16th 
Donut month drive will 
active support of the 
iking industry. Bakers, 
adesmen, trade associa- 
trade publications will 
under the direction of 
ber Donut month com- 


+ S 


Practically an epic in promotion 
nd rchandising, the October 

+ month has set the pace for 
t amounted from $2,000,- 
0 t decades ago to an esti-| 
ated volume of $144,000,000 this 


vehicle for the promotion 
page booklet, “You Said a 
by Joe E. Brown, 
median. Written about donuts, 
k tells humorous incidents 
mcountered by Brown while tour- 
x 110,000 miles over the world’s 
attle fronts. Profusely illustrated 
nd easy to read, it contains a 

nutritional facts 


pe section, 
d dunking rules. 
Feature advertisements about 
e book will be run in Life, True 
tory and Woman’s Home Com- 
qnion. In addition, a publicity 
mpaign will be launched and 
umerous dealer helps, such as 
ndow posters, truck posters, 
inter displays, etc., will be made | 
iilable to bakers and_ their 
ilers. 

Millions of copies of the Joe E. 
rown booklet will be distributed 
) the public free of charge, as 
ill a folder on “How to Run 
Successful Hallowe’en Party,” 
hich will be part of the cam- 
aign’s climaxing effort. 

Doughnut Corporation of Amer- 
a is not a baker of donuts, but 
the supplier of a donut flour 
ix and manufactures donut cut- 
ng machines. 


Ma 


yuthful,” 


yron Nelson to Blue | 
Byron Nelson, formerly local | 
les representative for Station | 
GO, San Francisco, has been | 
med to a similar position with | 

Blue Network at San Fran- 


ames Moser & Cotins 
Pratt Industries, Frankfort, 
Y.,maker of spiral auto mufflers, 
s appointed Moser & Cotins, Inc., 
a, to handle its advertising. 


nm 


ate Teachers Magazines 


buy an office fixture or a var 
th paste or a lotion, the quality 
le is what counts most. When 
idership, quality is also of first 


in State Teachers Magazines 
t only alert, high-quality read 
f 700,000 teachers in 
» your audience. Their scope 
!; their position in the school. 
in the community, is one of 
authority. 


of ‘em, 


no better audience for 
You can tind no bet 

than their own trusted pro 
urnals. Tell the story of your 
service, your ideals of business 
ers and, through them, to the 
erica in State Teachers Maga 
| gladly give you more details, 


k for 


nessage, 


gia C Manager 


ATE EACHERS MAGAZINES, Inc. 


. Rawson, 


higan Avenue, Chicago 1, 


ition of 42 state teachers 


magazines 


e biggest advertising and|tion of Broadcasters, 
it has ever} war 
and each year of the| Chicago. 


gressive, the Doughnut) ers Association, 

m of America announces | Shawnee Inn, Shawnee-on-Dela- 
© | 

annual! ware, Pa. 


Aug. 28-31. 


National Associa- 


executives 
conference, Palmer House, 
18-20. National Publish- 


annual meeting, 


Sept. 


Sept. 22-23. National Industrial 


| Advertisers 
| conference, 
, | Hotel, Chicago. 


Oct. 


| vention, Hotel Pennsylvania, New 


| York. 


trunks, 
| cases. 


Association, 
Edgewater 


16-18. 


Winship to Wortman | 


Winship Company, Utica, N. Y., | 
has appointed Wortman, Barton & | 
Goold, New York, to handle na-| 
tional advertising for its line of 


hand-bags and 


Beach 


annual 


Weyand Promoted 

L. F. Weyand, formerly genera] ,named general 
Life Insurance Ad- | S2/€s manager of the adhesive and | division with headquarters at De- 
vertisers Association, national con- | ©°@tngs division, Minnesota Min-. troit. 


41 


ing & Mfg. been 


that 


Company, has 


Manager of 


sample | 
| 


R3 Rad Apr 
a ‘8 ong Newspaper Publishers 
> Petia! Advertising Representative 


Cabot St... Portsmouth, Wx 


STEVE NS 


tea 


ATION'S 
NO. 


Is the Most Logical Spot for Your Consumer Advertising 


Rain or shine, practically everyone visits the Nation’s shop- 
ping centers for their food and drugs. e All year ’round 


Criterion Poster Displays greet consumers at busy retail 


corners with eye-compell 


advertising. e Day in and 


out, sunrise to sunset, shoppers 


stream past Criterion Poster Dis- 


plays. (National average is 2 


pedestrians per display per day by 


latest Starch Survey.) e Crite 


,000 


ing 


day 


rion 


is continuous; it influences people 


at a time when “home” adve 


rtis- 


ing impressions have become 


blurred, or forgotten. 


CRITERIO 


Criterion speaks your advertising message in gay colors to 
shoppers when they are most interested in the things you 


have to sell—when they are only a few steps from the stores 


SERVICE 


NEW YORK 


BOSTON 


CHICAGO 


where your products are waiting 
to be purchased. @ These are some 
of the important reasons why 
many national advertisers depend 


upon Criterion to reach shoppers 


é 
“ae 


in the nation’s No. | Spot in Re- 
tailing—names like PILLSBURY, 
WHEATIES, RALSTON, HEINZ, WRIG- 
LEY, BOND BREAD, SWAN, KRE-MEL, 


WARD'S BREAD, CAMELS, PRINCI 


ALBERT and many others 
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ditor ial 
Savvy. 


\ 


Intuition? News sense? Timeliness? All of 
them are important, yes. But what counts 
most is knowing what readers want, then 
giving it to them. 


Our readers’ interests and problems are 
determined by close contact—through cor- 
respondents, field men, subscription men— 
and through letters and comments from 
subscribers. 


For example: the paper shortage, currently 
on the mind of every chain store man. 
CHAIN STORE AGE is doing something 
about it. Note, please: 


The CHAIN STORE AGE Sales 
Training Course, another Edi- 
torial “Extra” (one installment 
each month in our Druggist, 
Grocery and Variety Store Edi- 


tions). 


ooh al 
Riess 


‘WM icaidielbcoh : 


The CHAIN STORE AGE Drug Training Course, 
August installment, “Beat the Paper Shortage,” 
shows how store managers can get employees to 
use less paper. In September the Variety Store 
Editions will carry a Training Course insert, “Paper 
Goes to War—Don’'t Waste It’—bringing out vari- 
ous ways to conserve bags and wrapping paper. 


Constructive help of this kind originates in editorial 
“savvy —an appreciation and awareness of the 
reader's needs. 


CHAIN STORE AGE is a member of 
this national association of business 
publications devoted to increasing 
their usefulness to subscribers and 
advertisers. 


CHAI SWOLbE ANGIE 


ABE) 185 Madison Avenue, New York 16, N.Y. 
HBP 612 No. Michigan Ave., Chicago Il, ILL. 


| Conde Nast 


— 


| morrow 


Aldens Endorses 
Video Promotion 
After Experiment 


third and final production of tele- 
| vision programs Aldens Chicago | 
Mail Order Company has spon- 
sored on Station WABD, New 
York, scheduled for tomorrow 
| night, discussions between Aldens 
‘and its advertising agency, Bu- 
|chanan & Co., 
|further “merchandising by 
| vision” by the company. 

Further experimentation is 
| “likely” to promote Aldens’ order 
offices in the Midwest, using the 
Balaban & Katz television trans- 
| mitter, W9XBK, Chicago, it is re- 
ported. The previous video shows 
| were produced Aug. 2 and 9. 
| Designed to highlight certain 
| styles ahead of the fashion field 
{and to increase its prestige with 
those from whom it buys, the New 
| York programs, although pre- 
| sented to a limited audience, have 
| been “very worth while, and open 
|/up an avenue of future promotion 
| with a tremendous future,” Aldens 
executives say. 

Format of the programs has 
fe goer with the increasing ap- 
peal of a puppet as master of 
"ceremonies, until now “Hy Fash- 
|ion” has the leading role in in- 
|troducing Conover cover girls 
'modelling Aldens’ clothes. Other 
features are a puppet show, music, 
| and styling narration by Miss Lee 
| Clarkson, Aldens’ stylist. 


tele- 


| 
| 
Press Invited 
| Because only some 
a receiving sets are in exist- 
| ence in the WABD area, special 


Chicago, point to) 


Chicago, Aug. 15.— With the| 


1944 1943 a Loss 
Food Chains 
SN ae $ 4,350,480 $ 3,860,536 12.7 $ 29,479,499 $ 25 
Kroger Groc. & Bak. Co... 35,255,558 32,669,330 +8.0 235,809 842 22 
| *National Tea .... 7,819,868 7,129,479 +9,7 
WOE vecces 52,276,370 46,717,064 -+-11.9 346,965,251 312 
Group Total $ 91,882,408 $ 83,246,930 +10.4 $ 612,254,592 $ 54 
Mail Order 
tSears, Roebuck . $ 67,798,892 $ 61,240,189 10.7 $ 440,670,679 $ 394 
eS are | 504,386 1,116,497 +-34.7 16,404,892 § 15 
| [Montgomery Ward 43,888 354 41,811,462 +5.0 280,299 546 302 
Group Total ... $113,191,632 $ 104, 168 148 +8.7 $ 737,375,117 $ 712 
Drug Chains 
oR $ 929,505 $ 877 637 +5.9 § 9,395,362 $ 8 
Walgreen ......... 9 867,426 9,581,540 +-3.0 67,137,764 63 
Group Total ........ .$ 10,796,931 $ 10,459,177 3.2 $ 76,533,126 $ 720 
Variety and Miscellaneous 
OT. 8 ee eee $ 2,348,588 $ 1,837,599 +27.8$ 25,956534$ 239 
Colonial Stores, Inc... 7,144,799 6,442,828 -+-10.9 55,002,969 49 
Diamond Shoe Corp. 2,146,648 1,975,303 +8.7 17,413,814 16,9¢ 
aDiana Stores Corp.. 537,426 449,376 +195 6,230,417 49 
Edison Bros. ....... 3,469,185 2,549,204 -+-36.! 25,418,525 23,3 
Fishman, M. H.. 569 449 552,726 +3.0 3,281,831 33 5 
i Se ae 12,311,015 12,171,323 +1.1 85,572,733 85 05 4 
tGreen, eee 4,850 602 5,153,311 —5.9 29 688,524 30,3 yt 
{interstate Dept. Stores. 2,876 30! 2,957,167 —2.7 18,930,218 19.414 47: 
eresge, 3. $...0:; 15,290,925 15,809,665 -—3.3 110,350,283 106,510 453 
PS i Se. ee 9,516,661 9,507,301 +0.1 66,872,449 65 0 < 
Lane Bryant, Inc 2,127,978 1,708,846 +24.5 19,564,428 46 3 4 
BE apesteacxas 6,870,213 5,751,918 +19.4 40,875 857 36.8 22 
MECIOFY  cesicess. 5,472,429 5,172,072 +5.8 36,091 648 $3 23 
tMcLellan Stores. 2,959,257 2,835,285 +4.4 17,338,417 16,360 144 
Murphy, G. C.. 6,697,322 6,447,163 +3.9 45,716,142 44,296 549 
Neisner Bros. .... 2,764,156 3,009 776 +8.2 19,123,899 19,252.55 
Newberry, J. J... 7,161,771 7,252,278 —I.2 48,551,609 46,357 804 
Panney, J. ©..... 36,795,579 34,164,758 +7.7 267 447,734 252,463,019 
Western Auto . 4 229,000 3,934,000 +7.5 24,000,000 25,227,000 - 
Woolworth, F. W 34,646 754 34,686,383 +0.! 238,574,235 235 1054.8 510 
Group Total . $169,786,058 $ 164,368,282 "43.3 $1,202, 202, 02,2 266 $1.1 186, 643 825 4. 


JULY SALES 


Advertising Age, Augu: 


OF CHAIN STORES 


% Gain <7 7 Months 
1944 


Combined Total . 


*Not included in totals 
tSix month period. 
aTwelve month period. 
bTen month period. 


$385 657 029 


$362.242537 +6.5 $2,628,165,101 $2,539.5202 


5,000 tele- 


|invitations to attend the programs | 
| were given to the press and sup-| 


| 

|pliers of Aldens’ manufacturing 
|needs. In special viewing rooms | 
|some 75 selected guests witness | 


ch program. 
Cost of the programs is estimated | 
between $5,000 and $15,000, 


i 


}at 


land more elaborate productions | 


|may be expected when war re- 
| Strictions permit the use of more |} 
| efficient equipment, according to) 
George Enzinger, vice-president of | 
| the Buchanan agency. At present, 
| using available equipment, the 
| Alden shows’ producer, Richard | 
| Hubbell, devised a new technique 
to overcome the difficulty of get- 
| ting sharp full-length views by 


| 


| approaching the subject and pan- | 


ning up and down for features. 
During the final 


night, Aldens’ “Miss 


program to-| 


Television of 1945” will be selected | 
from the models appearing by a} 


jury composed of 
Arthur William Brown and Russell 


Patterson, and photographer An- 
ton Bruehl. 
The Conover models are fea- 


tured in Aldens’ 
winter catalog, 
vision Fashions.” 


wearing “Tele- 


Promotes Two 


Mildred Morton, with Vogue for | 


the past four years in an editorial 
and merchandising capacity, 
been appointed merchandise edi- 
tor. Mrs. Morton was formerly 
advertising manager for Charles 
of the Ritz, cosmetics, New York. 
Janet Ley, with Conde Nast Pub- 
lications for the past year, has 
been appointed merchandise editor 
of Glamour. 


Ray Knight Joins Y&R 
Raymond Knight, production 

manager of the Blue Network, left 

Aug. 14 to direct the new Ed 


Wynn program for Young & Rubi-_ 
The program, 


cam, New York. 
sponsored by the Borden Com- 
pany, begins Sept. 8 on the Blue. 


Uses Pages i in ‘Look’ 


Du Barry Pattern Company, 
New York, in a special drive for 
children’s school clothes, is using 


full color pages in six August and 
September issues of Look. Cap- 
tioned “School Clothes that Ring 
he Bell,” copy describes how the 
company’s patterns are designed 
give cl hildren “fit, fashion and 
edom. Franklin Bruck 
tising Agency, New York, 
account 


to 
free 
vel 


tne 


has 


SALVAGE 


1944-45 fall and| 


has | 


Ad- | 


ALL WASTE PAPER | 


illustrators | 


ARE THE 
Department Stores 
of the Masses 


These stores handle over 
from 5e to $5.00 and over, 
matter what size city, town, 
variety stores get the traffic. 


Hundreds of these stores do over a million dollar annual volume. 
In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275.000.00. 


group of stores alone, which 
The Merchandiser gives you 


A mass distribution market effieiently geared to handle post-war 


mass production. 
Don’t overlook this 


POST-WAR PLANS! 


The “Merchandiser” 


SYNC OTE STARE 
; ' 


JANUARY 
baal 


The Magazine of 


“B & 10° MARKET 


SYNDICATE STORE MERCHANDISER 
79 Madison Ave., New York 16, N. Y. 


a ee 


(CCA 


30,000 different items popularly priced. 


tcl 


to meet the needs of the masses. No 
or village you go into, the syndicate 


In this important 
did a volume of $1,341,376,361 in 1943. 
a coverage of nearly 12,000 key people. 


tremendous market in your 


A highly specialized medium cater 
ing exclusively to the 5 & 10 to $1. 
and up syndicate variety stores. 

Editorially slanted to the problems 
and interests of the store manacers 
and their assistants, who do the «ay 
in and day-out ordering of mere!ian 
dise for this approximately two billion 
dollar market. 


Total MERCHANDISE- R- 
DERING circulation 16,394 key 
people in 8300 stores. 


Largest audited circulation in the 


f! 
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C\0 Pushes Bid 
fy More Union 


ime on Stations 


Hits NAM, Claims 
Victory in WHKC 


Dispute 


ngton, Aug. 16. — CIO 
a showdown in its fight for 
time on the air today, as it 
before an FCC hearing 
National Association of 
icturers is obtaining large 
s of free time because 
ff its members are among 
gest users of commercial 
be: time. 
~ Fighting to establish a precedent 
h FF would enable labor to exert 
reater pressure on stations which 
refuse to provide time for the use 


hat tne 


3 

"463.0 f its locals, the union asked the 
eau ‘ommission to refuse to review 
eee!’ Bhe license of WHKC, Columbus, 
643.825 sO. on the grounds that the station 
520 264 tas not complied with FCC rules 


requiring that stations provide all 
ides of important public issues. 
While the issue of paid or free 
time for labor is not involved, CIO 
ased much of its case on the as- 
ertion that the NAM point of 
view gets greater attention on the 
sir because the association is able 
to “exert its economic power upon 
tations.” 
Cites Leaders’ Activities 

The union cited the activities of 
prominent leaders of industry, as- 
ociated with the National Indus- 
rial Information Committee, an 
‘AM subsidiary. It mentioned 
Alfred P. Sloan Jr., chairman of 
he board of General Motors and a 
irector of E. I. du Pont de Ne- 
nours, and John S. Adams, presi- | 
ent of Standard Brands. 
According to the CIO petition, | 
he names of Sloan and Adams 
vere featured on a letterhead used 
yy NIIC to solicit free time from 
he nation’s radio stations for a 
ries of 13 transcribed radio pro- 
prams titled “Businessmen Look 
) the Future.” General Motors, 
ju Pont and Standard Brands spent 
3,612,706 for national radio in 
1943, the union noted. 


Charge Broadcasts Biased 


The CIO complaint against 
VHKC asserted the programs 
roadcast by the station had been 
lanted in the make-up, composi- 
nnand net audience effect against 
rganized labor and in favor of the 
oint of view of the NAM. It also 
harged that the programs tended 

influence the audience in favor 


priced. 


es. No 
ndicate 


volume. 
average 
portant 
in 1943. 
people. 
post-war 


& 


es. needs your help 
So do his buddies _ 


BUY BONDS 


your 


ers 


to 
sk 


Jpport their bravery and 
that will win the Peace. 


Hotel 


“Nayfair 


tou s 
AiR 


BNDITIONED - NOISEPROOFED 


of the Republican 
candidate. 

For nearly six months last sum- 
mer and fall the union had a paid 
program on WHKC, but this was 
voluntarily discontinued, it told 
the FCC, because its scripts were 
censored by the station. While 
insisting that its own scripts had 
been over-censored, it charged 
that anti-labor and anti-adminis- 
tration remarks by Commentators 
Upton Close, Boake Carter, Ful- 
ton Lewis Jr., and others had been 
broadcast without change. 


The attack on WHKC by the 
union climaxes a series of inci- 
dents between the union and 
broadcasters which have made 
CIO lawyers frequent practition- 
eers before the FCC bar in recent 
months. 

Beginning with the Blue Net- 
work sale hearings, last fall, the 
CIO has been involved in a series 


presidential 


of protests, sg Nha groan to secure |code became one of the major is- 
more time on the air for labor. |sues during the Blue Network 
Recently the CIO’s political ac- hearings last fall, approval of the 
tion committee released a radio|sale of the network to Edward J. 
handbook to advise unions on se-| Noble being withheld pending his 
curing Pec time. dati nent | promise to handle all such cases 
among the recommendations was|on their merits. 
the instruction to ;ask for and in-| In addition to attacks on present | 
ol ne Raggi Msc ton: DB 8 practice of broadcasters, CIO is 
bor. “A _ station that broadcasts Mp nay grey to a for FM! 
one point of view is in a particu-| ser earcene : - ae oe —_ ions from 
larly vulnerable position,” the | Unions have yet been addressed to | 
handbook says, suggesting that, the FCC. or ! ; 
unions protest any difficulties to| CIO is already claiming a vic-| 
FCC Chairman James L. Fly, and! tory in the WHKC case, the sta-| 
publicize the dispute. tion having agreed to sell time to | 
anyone so long as the program re- | 

Attacked Code Frequently |mains within reasonable bounds. | 
CIO has issued a number of at-| But the big victory for which the | 
tacks on the NAB code which rules| union is fishing is an FCC ruling | 
against the sale of time to labor,|that stations must sell time to | 
insisting that the code is illegal| unions, for such a ruling would be 


and a violation of the anti-trust} an effective weapon for dealings 
| laws. 


Compliance with the NAB| with other stations. | 


43 
Smith & Bull Moves 


Smith & Bull Advertisin 
Agency, Los Angeles, has mov 
to its own building at 6642 Sunset 
Blvd., Hollywood. 


We can't get larger space in 
which to tell a most important 
story —’Meet Your Contrac- 
tor-Builder Customer.""* 

Send for a copy of this 
booklet, just off the press, or 
ask your advertising agency 
about it. 


*These are the men that are going to 
do the building that all the talking 
is about, 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


700 


600 


500 


400 


300 


200 


100 


March, 1943 


July, 1944 


Seventeen months ago Express Posters were revitalized as a national advertising medium. 


The entire sales policy has been geared to meet the needs of those advertisers who want 


dominant, economical mass advertising to help solve their present and post-war sales 


problems. This powerful, eye-level poster medium has definitely ‘clicked’ under its new 


guidance. 


In spite of the phenomenal acceptance of Express Posters, there is still a reasonable 
amount of space available out of the total of 28,000 posters. 


Wouldn’t it be worth while knowing the details of such a dominant and economical 


medium? Write for particulars as to the 114 billion monthly exposures . 


on either a national or sectional basis. 


DOUGLAS LEIGH - Poster -Pduertiscug - 630 Fifth Ave., New York 20, N. Y. 
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44 Advertising Age, August 194 
' id 
Farm Magazines, | tits 61901938 ‘tines, showed 2 AUGUST ADVERTISING LINAGE IN FARM MAGAZINES ; 
g s total of 261,938 lines, showed a 
° 3.4% gain over 1943 figures for the Commercial ] 
Papers Register same month. August farm papers, anes 
with a total of 194,421 lines, were oe e 
13% Ad Gain up 25.5%. } ; | Total Advertising —— and Livestock Total Advertising ur "i 
July monthly publications, car- Att. -——1049— 1944 1943 -1944——, ——-1943 0 
New York, Aug. 16.— August |rying a total of 74,767 lines, were Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines | | 
and July issues of farm magazines | 32.7% ahead of similar issues of| FARMA MAGAZINES Semi-Monthly—July ( 
and papers carried a total of 1,-|a year ago, while semi-monthlies, | , seme Darter. 4 17,238 23.9 16,262 16,768 15,591 California Grange ; 
Q5Q7 : . : ery ee . me ot Ras ade adie 29%. | Bs 25 > Boe or See 960 5 i, eee 12.5 13,580 11.9 12,908 1 
353,719 lines of advertising, a gain | with 349,025 lines, were up 12.9%.| Country Gentleman. 53.2 36,188 45.6 30,994 35.420 30.272 Woteta. “Memes. 23.1 17.828 22.7 17.519 17 
of 155,296 lines, or 13%, over| July bi-weeklies gained 15.7%, | — og A reer > Farmer, The..... 30.0 23,489 25.0 19,563 20 ; 
" ° > e . re : a ‘armer'’s is «2 Bs 8,12 35.8 5 ve 7,535 583 ard’a atrwrms oe 7 ‘ ° c ti a8 yer 
similar issues of 1943. with 79,760 lines. July weeklies} p,oortesive Farme, digs —, 9 sets Hoard’ Dateyinas es tcuad ake tae 
. . . > . : re ’ ‘ é » Far PERT Cee 9 23.6 7,876 6 yn 
Publications in the farm maga- | made the biggest gain percentage-| Carolina-Va cablane Masieter's ian ai *} 
wise, with 35,313 lines for a 50.3% PP cen ogi esses 26.8 18,786 27.8 20,272 18,048 19,374 Guide sa LEN 22.56 17,660 12.7 9,981 12 t . 
increase. July dailies carried aj ““Ssanic, 90.9 “ser vee i : Kansas Farmer. 18.4 13,968 13.2 10,007 12 Ps 
j eS | Mdition ....4.... 26.2 19,043 28.0 20,399 18,028 19,364 ichigs “armer ‘ 86 16.6 12,728 ss 
| total of 418,495 lines, a 7.2% gain.| Ky.-Tenn, Edition 25.6 18,626 28.1 20.459 17.934 19,620 | yiceeam grarmer.-s oy ee ek Rea c 
Canadian magazines, with a total] | Miss.-La.-Ark. Ed. 26.0 18,951 26.1 19,009 18,060 17,946 | Missouri Ruralist... 20.6 15.670 17.1 12.994 12 
To Reach Farm People, Reach the * ; ; ’ Tigo espe Texas Edition.... 26.6 19,335 27.9 20,279 18,417 19,191 eee eens Ses eetece.- gera  eee : 9,8 to! 
jot 108,712 Hnes in August issues,) in all & Editions 23.1 16,843 23.8 17,352 16,368 16,742 | Nepreska Parmer... 29:1 22'084 24:1 181202 19. ; 
MEN and WOMEN were 22.3% ahead of similar issues} *Average 5 neg , | Seaer Manas. Steams. Hl 
FIELD LEADERS jof a year ago. Canadian farm). Editions . . 26.0 18,948 27.6 20,084 18,097 19,099 ay, ee .. 22.1 15,468 20.8 14,419 12 ‘ 
’ | papers, carrying a total of 173,210) — AEneunar: 046 4nske 204 10008 Weeks vanee | CR Verma --::.. 325 2090) 189 Thee 26 ‘ 
« s the leaders in Agriculture and lines, were 26.3% ahead. | Successful Farming. 45.3 20,391 44.4 20,000 19,575 19,146 | (rceOn Marmer.... 21.6 16.345 24.5 18,360 15 rr 
Home Economics. who influence the | J D J | Total Group..... 21 8.0 201,938 305 0 195,268 194,549 186.685 tn wene-2r Harmer Hr z be gty - ; naee f as ll 
buying of your products for the tarm oins Duane Jones Rural New Yorker. oe esea 
Utah Farmer.. 12.4 9,399 9.1 7,425 ‘ le 
and ey en ees | Eric Ainsworth, former associate | _FARM PAPERS Wallaces’ Farmer & “Bored 
= advertising manager of Schenley | , Monthties Iowa Homestead.. 29.3 22.961 24.3 19,045 21,9 oe 
ot 7. We Distillers Corporation, New York, | “\™°rcen wean aWashington Farmer 22.4 16,947 26.7 20,161 16,0 at 
‘ es . ’ , : ’ Oe 10.9 4,674 9.2 2 1,574 827 Wisconsin Agricul- mt 
'and previously in charge of mer-/ aAmerican Poultry CREME 55 dfn ci ics 26.0 20,409 20.4 16,003 19,79 Ou 
chandising and research operations " ryt 7X shies ay ies cn Sea ; = = buh dba S Seka es ira 
. ins Sastern Ee o (<7 eo 21. ,375 i,ae$ Tots iro 3.2 349,025 396.9 309,029 315,68 are 
| with Benton & Bowles, has joined Sanivel Makin ae6 15.4 8,086 5,498 anne ee ist 
Duane Jones Company, New York, Western Edition.. 20.0 13.7 8,028 5,161 : t} 
as merchandising director. *In all Editions 19.0 12.7 7,579 4,979 | Bi-Weekliee—July “e 
Better Fruit ...... 13.8 8.5 : 5,826 3,579 dAmerican Agricul- - 
a Breeder's Gazette. 14.2 9.8 4410 4,091 979 en ee re 19 14,070 16.1 11,699 12 lat 
California | Arizona Farmer 28.2 21,370 22.4 16,925 20,59 jes 
Citrograph .... 17.20 11,578 14.9 10,038 11,578 10,038 California Cultivator 29.5 22,295 24.7 18,704 20,79 et 
Carolina Co-ope rator 8.8 3,701 4.6 1,946 3,007 1,738 | Dairymen’s League e! 
Cattleman, The..... 42.2 17,724 33.9 14,225 13,856 7,662 | News .......... 4.7 3486 5.3 3,865 2,0 bi 
_———_—_—— = ee pe cr tr prog + 12.9 2,719 5.5 1,155 2,719 1,155 Prairie Farmer °5 18.589 24.4 17,741 14 ve 
cElectricity on the . 
BARS 14.2 5,057 10.4 3,715 5,057 3,715 Tots ve - 79 7TH 9°99 68.934 7 ) SE 
Farm and Ranch.. 21.8 16.481 20.4 15,454 17,633 14,021 tat ts lente arves al “ fail 
Florida Grower .... 5.3 3,605 3.9 2.648 3,163 2,308 | or 
Kentucky Farmers Weeklies—July a 
Home Journal.... 12.0 9,310 8.7 6.789 8,439 5,355 Capper's Weekly.. 13 9.73 { 9647 7 na 
Meeeekiane Farm . * <a ka Weekly Kansas City 
SPP ree ) ,O8 2,75 3,067 2,432 Star: ri 
New Jersey Farm “4.3 ; ones Edition. 10.4 25,598 5.7 13,952 25,59 : 
nT a! ~ ry r - and Garden ..... 27.0 12,106 17.9 8,046 1,192 7,002 Ul 
PRESIDENTS DON’T WEAR GIRDLES __o ons! in" arca Total Group ..... 147 8813 10.0 28,499 
a a Pe ae 11,0 4,931 10.7 4,810 1,801 41,653 ve 
Poultry Tribune: 
Eastern Edition... 31.2 13,410 25.6 10,991 11,719 9,274 Dallies—July 
. . . - Central Edition... 27.1 11,652 21.8 9,390 10,785 8,221 Chicago Daily 
Edward Bok, In his book, The Americanization of Ed- Western Edition... 24.7 10,634 19.5 8,373 9,934 7,582 Drovers Journal.. 48.6 103,479 45.7 97,152 39,024 
Pacific Edition... 25.3 10,889 22.8 9,810 9,678 8,602 Kansas City Daily Oth 

- “crie > 2 > , > > ; *In all 4 Editions. 22.4 9,648 18.0 7,751 9,088 7,212 overs Telegrs 52.2 111,158 48.6 103,372 46,481 41.0/ nde) 

ward Bok, decried the need to be two people—Edward Southern Planter... 17.8 12,432 16.2 11,370 13,191 10,488 ake Eauee meee . st 
» ewart e , ; F : eee, een ios al Stockman.... 49.3 104,887 47.7 101,512 43,224 40,8 ude 
Bok, the exacting editor, and Edward Bok, the private Total Group......414.7 194,421 315.7 154,923 179,299 130,969 | gt Foun Delle Live sl 
bs F Monthlies—July : . Stock Reporter... 46.5 98,971 41.5 88,400 38,159 mp 
citizen, 2 human being. Arkansas Farmer... 14.1 10,788 14.1 10,733 10,738 10,733 Guaecle - Co 

Farmer-Stockman... 17.8 13,498 11.7 8,808 13,040 ; . a” “se ‘ an #6 26 166.888 144.76 
seein. eaamae-. . 6.4 6,891 6.1 6,670 6,891 Total Group. 196.6 418,495 183.5 390,436 166,8 4 ad 
bNation’s Agricul- r 
N ] j sie HE =e 4,583 5.2 2,842 583 2,342 *Not included in totals ck 
Many have noted the difference between the coldness Wyoming Stockman- 9 ve aJuly-August issues combined both years tis 
‘ 2 de armer a Ks 3 10.3 7,490 5.9 +,270 7,378 4,10 pJuly-August issues combined 1944 wit 
of a man behind a mahogany desk and his warmth at a ~~~ Acen aad ge re ae end me cAugust-September issues combined 1944, Ike 
: p sh A Re : Bi : - <u Briesie adTwo issues 1944; 3 issues 1943. liv 

the 19th hole. Total Group......184.1 74,767 99.0 56,331 62,285 45,829 \ tPage size changed since last year. 

Ono 
Sveredie wil aes eae Mary Sharp Appointed |No Miracle Radios 2lve Increases Pacific m 
-veryone with large responsibilities is at least two people. : ; 

: ; Mary Sharp, formerly with the Staff, Shifts Newsmen U 
During working hours he drives toward the best use of retail promotion department of | Affer War, RMA Bill Baldwin, Blue Network spe- fm Lib 
time; his office personality see te -alculating. and the Chicago Sun, and previously cial features reporter with KG! nS 

; his office personality seems stern, calculating, anc advertising manager of Blums-| Dl@ng to Advise San Sranciens. aad Clark Sanders 
abrupt. He doesn’t clutter his business day with per- Vogue, Chicago, has joined Aber a ae See ee ne 

imba ompany as or oO : * aiid - been transferred to e overseas } 

+3 ‘ ; Kimball C director of Philadelphia, Aug. 15—To de- b t f d to the ov r 

sonal trivia—and he doesn’t wear girdles. He reads his fashion _savertising for the Chi-| punk the expectation of postwar | staff of the network's news and wi 

. . . . or cago an ansas City offices. \“miracle” radios and to tell the/| special features division, and Wi! ! 

“xec re 202; . . > ‘trade’ ow) ; ; oe : x sin 

executive magazine (the journal of his “trade”) in the cnmnieteneteatpe public of the industry’s wartime |leave the country soon to in 

. . . . ——— 2. - ¢ sw <itToD « - ss Ss J) Al ‘ 

same mood and tempo. So why advertise girdles or any RCA Elects Mitchell accomplishments, an extensive ad-| assignments eto nee Pacific fap 

, E . ; 2 . vertising and public relations pro- Commander in Chief of the Paci! A 

personal item in an executive magazine? It retards and Lt. Col. Thompson H. Mitchell,| gram was considered last week | Fleet. 

: Mawes . ” . general manager of RCA Com-| 'at a meeting of the advertising On Sept. 1, Mervin ‘Clou; 

interrupts the flow of strictly business reading and 'munications, Inc., since July 24, the Blue newsroom in Chicag 


thinking. It handicaps the 


business message. 


advertiser who has a strictly 


Dun’s Review limits its advertising pages to “strictly 


business” messages from companies carefully examined 


for suitability, desirability, and reliability. 


This accounts 


for the high level of responsiveness from the 20,092 presi- 


dents (by actual count) and 33,567 


reached by the magazine. 
hicers of the major portion 


in manufacturing (55°); w 


other executives 
They are the important of- 
of the top-rated companies 


holesaling (26°,); financial, 


banking, and insurance (9.7°,). 


DUNS REV 


Published by 


290 Broadway, 


DUN & 


CLEVELAND BOSTON 


LW 


BRADSTREET, In: 


New York 7, N. Y. 


LOS ANGELES SAN FRANCISCO 


when he succeeded the late Wil- 
liam A. Winterbottom, has been 
elected vice-president of the com- 
pany. With RCA 17 years, Col. 
Mitchell recently has served as 
chief of the traffic operational 
engineering section of the engi- 
neering branch of the U. S. Army 
Communications Service. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 
NEW HAVEN, CONN. 


JOURNAL - COURIER 


‘committee of the Radio Manufac- 
turers Association. 

Committee members were the 
guests of the Philco Radio Cor- 
poration. James H. Carmine, vice- 
president of Philco in charge of 
merchandising, was host. He 
arranged a special two-hour tele- 
vision program over Station WPTZ 
for the visitors. 

No media were selected by the 
committee, but will be revealed 
|later by Theodore R. Sills, Chi- 
cago counsellor in charge of the 
public relations activities. 

Present at the meeting were 
John S. Garceau, Farnsworth 
Television & Radio Corporation; 
Charles B. Brown, RCA Victor Di- 
vision; John Porter, General Elec- 
tric; Seymour Mintz, Admiral Cor- 
poration; S. D. Mahan, Crosley 
Corporation; Edgar Herrmann, 
Zenith Radio Corporation; Victor 
Irvine of Galvin Mfg. Corpora- 
tion; Stanley H. Manson, Strom- 
berg-Carlson Company, and P. G. 
Gillig, Emerson Radio & Phono- 
graph SOrpOration. 


ABC Elects Eight 


Audit Bureau of Circulations 
has elected the following new 
members: L. Bamberger & Co., 
Newark, N. J.; Marlin Firearms 
Company, New York; Massey- 
Harris Company, Toronto; North- 
ern Electric Company, Montreal; 


Sun Life Assurance Company of 
Canada, Montreal; American Air- 
lines, New York: National Supply 
Company, Toledo, and Doherty, 
Clifford & Shenfield, Inc., New 
York. 


To Globe-Wernicke 


will be shifted to the New York 
newsroom, while on Sept. 15, Cor- 
nelius O'Dea of the Blue news- 
room in New York will becomé 
manager of that department In 
Chicago. 


Forest Le Baron, forme 
charge of all divisions of tl! er 


fiir’) 


sonnel department, Kingsbt 
Ordnance plant, La Porte, Iné 
has been appointed director 0! 
industrial relations, Globe-We!- 


nicke Company, Norwood, ¢ 
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id ing Age, August 21, 1944 


hicago U. Adds 
Reciaurant Study 


®esearch List 
, Aug. 16.—The big busi- | 


was demonstrated this | 
the first research project | 
en by the University of | 
currently getting under | 
the National masini 
ASS mn. | 


117s ider direction of Dr. Wil- | 
15,41 te Whyte, research asso- | 
{ the school and a member 
f the mmittee on Human Rela- 
ns Industry. Its findings 


New 


“Country o.3 " 
Family Herald & Weekly Star 
*Eastern 
*Western 
Farm & Ranch Review. 15.1 
T WV study, on “Human Re- | *Farmer'’s Advocate & Home Magazine... 26.8 
the Restaurant Indus- | *Free Press Prairie Farmer ; : 28 


Total . 
Display, Including Poultry and Livestock in Canadian Farm Magazines 
Guide, 25.5 5 3 


AUGUST CANADIAN MAGAZINE LINAGE 


Maclean's (2 
| Mayfair 
National Home 


World 


t is modern university | Revue Moderne, La 


*!\Western 


Total Group . 


Group 


Producer 15.8 


1944— 


-~1943- 


Journal 


ssues) 
Monthly 27.1 

274.3 168,712 215.6 
py ee es ‘ 25 18,500 18. 
Edition 1% 41.5 41,258 33.0 


Edition si Bi 35.4 35,35 
10,905 


159.9 


*July figures. 
1Four issues 1944; 
2July-August issues combined 


five issues 1945 


| Foundation, 


orrelated later with other 
projects now being con- 
y the university and spon- 


America, Goodman Mfg. Company, | Neill & Libby, Link-Belt Company 
Visking Corporation, Libby, 


Mc-!|and Western 


Shade Cloth Com- 


pany on human problems in indus- 
try; Reliable Packing Company on 
Wage and salary control, etce.: 
Associated Manufacturers Wash- 
able Service Apparel on postwar 
adjustment of the industry; Gart- 
ner & Bender, on greeting cards 
as social communication; and 
Soreng - Manegold Company on 
employe attitudes. 

At the same time, studies by the 
university are being made in its 
department of home economics on 
thiamin and riboflavin require- 
ments of young women, and a 
grant from the National Livestock 
& Meat Board has been made to 
determine the effect of braising, 
frying and broiling on the vitamin 
content of meat. Other grants 
include that from the Nutrition 
made to determine 
the effect on the vitamin content, 
palatability and color of vegeta- 
bles due to different methods of 


45 


cooking, and from the National 
Canners Association to determine 
the retention of vitamins in canned 
goods according to different house- 
hold and institutionai methods of 
preparation. 


” 


BURTON 
BROWNE | 


Petitor with better advertising”’ 
CHICAGO -« DEL 3800 


9 D SDY jUeT[D eumorg UOjINg ON 


s 


red an imposing list of asso- 
' councils and individual 
ompanies or group of firms. 
ied by Dr. Whyte, the res- 
{ program will embrace “all 
ses of the problems which arise 
he industry.” It will attempt 
find out through interviewing 
hat conditions of personal atti- 
and organization are best 
r efficient, happy personnel. ‘In 
057 2 4cMlhe past,” Dr. Whyte said, “we 
559 1 we found that most conflict 
rises not out of malice but out of 
failure to understand the organi- 
ation from a human relations 
randpoint. With the support of 
e industry, we confidently ex- 
ct to produce results that will 
of practical value to restau- 
,wners, Managers and em- 


Others in Process 


Other research projects now 
way at the university in- 
ude those of the National Dairy 
ouncil on chocolate milk con- 
imption; The Fair, Marshall Field 
Co., Carson Pirie Scott & Co. 
nd Mandel Brothers, on a depart- 
ent store project; Murray Breese 
ssociates, on pharmaceutical ad- | 
ertising research; Brunswick- 
alke-Collender Company on cost 
f living data; National Associa- 
of Security Dealers on the 
onomic effects of present meth- 
is of distributing securities; 
rs, Roebuck & Co. on tests for 
‘ecutive ability; Libby, McNeill 
Libby on pensions and incentive 
ans; E. J. Brach & Sons, a study 
perceptual factors; United Air 
nes, on the influence of the air- 
ine on society, war and postwar | 
ide routes, and other studies; | 
and will @PPer Container Mfg. Company on 
» to f siness Organization; Chicago, 
irlington & Quincy railroad on | 
king rules in the railroad in- | 
stry:; Container Corporation of 


nder 


ific 
lien 
vork spe- 
ith KGl 
Sanders, 
lan, | 
overseas 
ews and 


IF POULTRY RAISERS 


e Your Prospects 


} times as many chickens in 
he f.™ there are people . . . this state 
st. : in poultry population. 
anata Uh million poultry in Illinois, 
Grov'’ ire located in WDZ’s primary 
hic te ; vered effectively by this result 
our $ ss tion. WDZ's “directional” pro 
me eal to these average folks. 
a . and respond! Let us 
on, ist results . .. to guide your 

a | ee 


2WARD H. WILSON CO. 


“a 2 rk, Chicago, San Francisco, 
apt Hollywood, Seattle 
cot os 
at 1000 WATTS 


1050 KC. 
TUSCOLA, ILL. ff 


Sole Cea 


IN LIVESTOCK GAINS 


118 128 


122 139 


110 


173 142 


116 
128 
136 


‘ 103 106 


' 12 
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LJ ee 
UNITED STATES AVERAGE 
126 PERCENT 


ASS 


132 


CASH FARM INCOME FROM LIVESTOCK AND LIVESTOCK 
PRODUCTS, 1943 AS PERCENTAGE OF 1942 


128 by 
123 


126 \ 


127 


150 


14 


aN 


129 


123 a 


\3\ 
124 
119 


28 


PERCENT 
100-114 
39 115-129 
BEES 130-144 

\\ GB 145-160 
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U S DEPARTMENT OF AGRICULTURE 


THIS U.S. Department of Agriculture map is a 
striking picture cf the South’s leadership in making 
gains in cash farm income from livestock and live- 
stock products in 1943 as compared to 1942. 


The South’s 1943 income from livestock and live- 
stock products was well in excess of its 1933 total 
cash farm income from all sources! 


Thus in a decade the South attains a goal which 
has been a keynote of Progressive Farmer editorial 
policy. Back in the days when Southern farmers were 
almost completely dependent on cotton for their liveli- 
hood, The Progressive F'armer began to foster a more 
diversified agriculture, a better-balanced economy. 

Year after year the five localized editions of The 
Progressive Farmer featured livestock programs 
adapted to the five distinct farming regions of the 
South. Today these programs are common practice 
and the South is a land of livestock and green 
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pastures as well as a land of cotton, tobacco and 


other cash crops. 
The South will respond to y« 


Progressive Farmer, just as it responds to Progressive 
Farmer editorial leadership. For the South knows 
that The Progressive Farmer is 


Touch” with its needs. 


The South. Subscribes to y 


BUREAU OF AGRICULTURAL ECONOMICS 


yur advertising in The 


“In Neighborly 


The Progressive Farmer 


Advertising Offices: siramMINGHAM, RALEIGH 


MEMPHIS, 
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Edward S. Townsend Co. 


CHICAGO 


Los Angeles 


YORK, 


, San Francisco, 


ok easly. a } , 
og oe 3 ; Be WEE ¢ é dum, 
ao a i 
- c Pe 
i 
= = ie 
Pe ae 
a - an 
ME 
Se — a. 
| Pages Lines Pages Lines a 2 
| Canadian Hone i=”! 4.4 25,405 31 4 1,368 uae _ 
ng Chatelaine +s 29.4 19 970 50.1 20,486 - 
*Libert. $4.9 19 7 5.2 15,087 Zi 
st 31,266 zs = 
8,683 BN ee, ve 
10 yt » i 
‘ 1,025 eeteee 
9,351 a 3 See: 
8,628 Ral) ts 
‘Cae 
: eee: 
= 908 37,894 isteach 
) 184s i hoe 
" 13,061 Seeeane ae lade ¥ 
6 08 : ays: 
| 33,044 
26.9 26,929 
f 
10.9 7,862 
| , 18,745 22.9 16,044 
| a. 31,558 23.9 26,888 
16,889 12.4 13,311 
4 << one a 173,210 148.3 137,139 
—_ ——— = 
; ’ ; 
a 14.0% sn — 
Z b ak ‘G4 
ets, 
—— eee ky 
Dare 
a - 
| 
| 
| , "fi 
| 
| 
| - 
7 i 
a 
: ie 
. v &, 
* . a 
es ‘a 
ee a 
ca OD a a 
Weteye , Serocececerevere.~ . 
6r000'- a tatetetetetetetere®, - 
ety ae O55 a 
eteve" SOM =e, ee, : / 
stetens siete as. Seeseeeereereneeeneeeeeetcatatetereee ‘ : 
PR SERIO c. KH RAERER RRR RRR RR ROT 959559598689, ahs aerate f ‘ 1 
EXON MN HII HHI II eeeatatatee, Crecerecoreeteteteteteet: "atetetaty 5 We \) : 
fetoten® setatereteretetee SRR KK RRR KIN esas statatatatetetatetetetete® oteretetetetetets o Oe ee OC 
fete <9 #685) eetete | eer esese, tetcerereretet eens s 086 o 
Pete tetere 0 0.0.0 0 n 0-20 otetete.. totetetatete®, BOO I 
aoseeteanaen See See ine ween a 
vadetetetececerenstetatatenecere onetete’ inetetetetatet ete o: atetets Matetetetetetteety Se nl Be dies 
9st hete terete etatetetete® tetetets thats atte "e be Potetetetetetat, “statatetstetsts, 8 Me oretatem COON ~ : ; 
“terete® Nerotetetete® Jeteterere 0 ereretetatetetetetstetstctetet, oe neet, Oate®, roreretetetate ote tatet ativan Per eetete 0 08ece ere He o : 
P5505 oetatets atatetetetate shetatetetettetetrenatetetatetetatets! statetetatetetetetetstetetets ee * ae S Oe set 
50505 carats etetatetecatens “aratetetateDcatstetetetatnttetee et tattataatatete eatetet eae, re 
52505 otetet. Motetetetetete, “etatetg® Mc Meee tee eee bee orn 8 eo 88 OaeOe of 2x, pas 
EO SSSO orotate stetetetetetete: atate® op # = Meee ererererete® Fs So Moats PSR \ <t 
eaterateteteteeWetetetet feeteetetetey ott SS 060" et rete aaa) 
Mesetetatetarenstecatecetecetes sete . oe? oseee S ee a 
ROKR RK N KR RIK 4 ok Secece Be ax ss 
OOO OOOO FOO) °, * 1,9,%.0 © 0% ox z = 
OO OOOO OOOO) : 20,8 %, ¥ J DOO) ‘rere, mor 
atetetctetetetctet ganets tates state et erey - OR I OF se Seleleleletetetetete ctetetenenetets steteteteteonee, statetst . “7 = rae: 
OOOO bOI 4 " Mo a%e o'e. 08) -0-9.9.0.0 0 ar erare®, Merete etter ey © . &X>5 ge, ere’ rok 
OV OQOOOOO) PIO °, re, RAMA RA BAA BA OOOO) '* ear atetet-* *, oe B02 + mee i 
OOOO OOOO OOOO ie 4 2, .%, 2. 6@ PAA AOC OOOO . a? -* ©, o-e%e%e yes r. : 
OOOO BQO ty <8 SOPOT Oe OF V0 0 eer etetetetete’ Meret etereree, s +.@ rater eters «862 ~~ io 
Poet et etetetet "eevee °4 0.0"6.0e. 60.06, oe. ve Megeretetetetetet *,°. tatetetetetet, D O68 KR) Sd rate Pate a 6 oe 
KERKK RRM Setetetetete Uy, M4 oat eget egstegetegeeys satel atatatatat SeStieoepeeten Kos 20x SORES ett ot 42 = 
fo%eeeterere ere fs RR ROR ce 
POO ASE VRUPDOO OOS : 
eteteretererere PRR CX - eee evaveve"evs everett stamens ORR "y 
KRIS RRR RO? SRP ONIN ANG Sate 9 
VOODOO °, OOOQOO0O OOOO IC ‘e , reer eta®-*.*, ‘a 
POOOOOO Oe Meh %, oreo ore 60.0. 0.e berere erere”, “ote! eC OG 
RII ve PROPER KR KKK ES 4 525 ot: MePaesere erent NG - s 
wetter terete? , a 
stereteteterets 2 " 00s 00.0.0. 0. 0.0070 ie 52 ODT OL OES wa. 35 oe 
"e's OPS 5252 » ae oo Metetetetetatete! ite! . o'er atatetetsts’ ote ae 10.0%" V'e' lay 
ix . Pe%e' POON DODO OB ad ‘vs, PROG 1 
a . R5e525 eat e £0seseeteesegtgy Oehgt nee tree Breetateny aMgtsieteee ee ee. Pl, 
00050, OA opoge, 7,070 o'0s atatatatatatete  tehetehets ees Sotetete s, 18r oo” LK 0 mS f 
SSO ‘ote POOR O54 One ehetate nereree’ 0,8 0,8 0,8 S 
SRI mosecece, oe S08 Se tae tetetetete' state * 0.00.00, 0 te Oe Ae J 
seotatatatetatetetets KON TEPER one ateretete tete®: 5 sae see Coe 26, See Se" oe, Aan 
OOOO i 't,0 0.9 © o, Mahe? 95%" 5% ©. Wo a a oor 
OOOO 7 po 0.950805 60090808 DO QO OOO. ore, One 08 88 % * 
OOOO OOOO) N 2 e,@ 0,0 0,9 %% 9.9.0.9 0 9% 6 0 6 @ “ete 2% %s Og oe - oe Le 
Meare tetetetetetetete: 4, Ug gyre ee ween bd POPP PLL ERS KRRKKRRKK RR KER HR ca I OF ge 
OOOO OY >> ie eo © © | ?, eee” ese ” 4 
RRR RRR A V/ V/ O 0 ge ear ge ig. ga ngn eee # atetetetetetetettget, OOOO NS: sn lotet ey 7 
QRS IA OPO PRE LEER KKK Ka PER ERE RK ah Og so é< 
at etetetorecererorens Oststaterere ho,c'e,080,0t00008 oe oe aw oe eee oe Se? * 4" ae oP oes 
"Rees ncatetetets Yi, weeseetetetete sche, etal ealeste ee es * see" SF Sot TOS SS 
sieteterecei seis! : seestetetetets Me. 3'e 0708 Fo ae a oF ot oeseagt 3 Pa ot ,oe,c%e seo 
EOP OS eee,” e* C.HO.0O GOS* @ > eo 3, 
wegerecesocers e008 RET Oe ee ° % of 
“eretetetetetet * t6' SHS j Fe Poe oe 80 ‘fo 
a etetetetetet-* Meh Mee Me Me MP e | SSI SSS SS MS Gecee.e* Sf. Am 
—o “erarerereretatetesg oo Mee Met M8 M68 Oe” OO Se gh oho et 86h Sel oF oe Mes eee - 
Mogegecececenesetetene: = so. 0m Fo," 8 6" Ah oS A oP oF ocho stoner, ot ot At" et Nene ey 
OOO OOOO IO a oo? 8? * ee *, Pied] ce 
vesesetereteteteteteteteteteteteteetetee. we ee ° .* ys ie 
sogececectcesecotetetetatetetetetetetetetes” ** -* -* ? f°, Fd oe 
seeesesesesetetetetetetetetetetetetetetete’y o's s%s.cte. ’e, a a a 
‘lough , A, rere, 44 RRR RRR RRR RN IH Maeostes oe wagragee ve ee — 
x RKO BKK RRR RII ORR a a ae Dae ee ary oo on 
Chicag S enn asta tt at astactaste. Mat > 
oe ‘9° we © * nad 
ew York — | See po SAS fe oe a Meese, hy me 
erereteretere’ 6 Oe Sed antedese, é 
15, Cor | | min 135 baa oP RS 
_ de | ROX eee eeererererereretets ' > ae y LRP LD ' 
; ROOOR) OOOO OR AT o % 
. WS= Foret’ OOOO IIE, aah? OF Oe ae > 
le ews OS OOOO OOOO | + 0%, Oe 5 i 
5 osececesececereteteteterete’s as PRY 
™m woreteretetetetetetetetete. D a 
l become / or tetetetetstetet oe eo ? || : 
. : wocetetetetetetete 
t il : ; : sroreteeteterete”- xy 
tm uh R ri rer ereretetete ed 
| satidiies etetetetete®, WbOSO4 en: 
3 4. - tet etetn 7 wr, 9 *,! ae 
“3 as °¢ C2525) Cx (Ad » 
s Sa i yy soetetees, m.?"% ee 
P < é en wsvesere\ «& = i 
> J \ —_* aa 
, J “ L ee 
td 2) a 
=f 4 — % 
me? | a) , —_—_—_—_——_— oS i 
the per- HK — 
Ps , — ‘4 ° an 
In ua . % ~ 
i, F eee : 
-ector of m te (he | 9 a. 
: 9 at ager . : = 
sbe- Wer I fe 5 
* ie hg 
SS Ky } a 3 
y | ee - _ 
ae 
7 | ———_ < 
4 y 
x Th rou h WIZ 
‘\ ‘ 
—_ | 
ee | 
* 
‘ 4 ‘ 
. - X @ Be, 
RI | | 
a eee 7 
%, 


46 


Advertising Age, August 


» 194 ve 
ogm ins ROO TE PTA Se TIT a . ployer, his training in school will| Company, Phoenix, is running , n 
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firm or corporation in the Unite 
States that needs bank credit wij 
get it if the money is to be use 
for some constructive purpose tha 
will serve the private economy 
this country,” Mr. Hanes declared 
“If the individual banks canno 
grant the credit, we as banker 
pledge ourselves to stay with hin 
and see that he gets the mone 
from some other bank or group o 
banks. American banking will sg 
that small business lives and 
given the opportunity to grow an 
prosper.” 
Mr. Hanes said that in 1940 t 

banks of the country made n 
than 24,000,000 loans, the avera 


day 


3 


ali 


being about $1,700. The presen 
deposit structure of the banks, h@Adve 
said, is now far in excess of 10@atior 
billion dollars. P COI 
“The members of the Postwagistrie 
“ Small Business Credit Commis pro 
; ” +} “ inaA + 7 
How doth the busy little bee ...?// He doth okay, was san, be seit, “are Gevermined Bier 
: see that this great credit reservoifteyor 
are a EL Pr een ee ‘ita ae a _— —— “wax is used for productive purposes t@teri: 
never busier! This former small specialty manufacturer (honey and beeswax) Raciitain tic demtnan ot totic 
5 a actin n't 1 i dite ae ay a a ness and industry from war @@ fa 
is now revealed as a big operator in legumes! . . . A hive per acre can give peacetime production, to revitaligmth t 
, ‘ : ; the many segments of small bus#™ cre: 
almost 100°, pollination, quadruple clover yield, triple the seed crop, to totals ness adversely affected by watlied i 
time restrictions, and to provii@™alty 
as much as 20 bushels per acre! ... With the country 43° short on seed, Russia the financial encouragement anfMn s 
; strength to business, industngue « 
requiring 20,000,000 pounds of alfalfa seed, England asking for 7,000,000 agriculture and the professiomggnt < 
’ that will create maximum postwafAll 
oe ee eee ine or ee pes Pe sts employment, particularly for regimes o: 
pounds of red clover . . . seed prices at an all time high . . . SuccEssFUL FARMING, turning war veterans.” ote 
‘a * : i The term-loan principle will S 4 
in its August issue, puts the bee on the best profit crop of this season. adapted to the needs of small buimw Y 
; , ae , ' ness, according to the comms 
In “Grass-Seed Fortunes for the Harvesting” . . . details and diagrams for sion’s plans. With this princi - 
' 
harvesting the seed are included . . . Pertinent, practicable—and profitable SS lelo 
lutea 
.. . For the top-of-the-pile farmers SuccessruL FARMING serves—the 42°, ty 
° ° ‘ , : : nted 
in the thirteen Heart States, New York and Pennsylvania . . . with the N’T Ne 
) | Oo 
best land, best brains, best prospects, largest investment, highest cash income D yn 
tr 


of all U.S. farmers. Ask for facts... SuccEssFUL FARMING, Des Moines, New York. 


Atlanta, Chicago, San Francisco, Los Angeles 


Farm Home Features... 


Stopping bread spoilage . . 


Other August Items... 


. Gelatin dyes for Taking the gamble out of grain 


with crop | ON | 
‘ 


. Frozen fresh fruit for lunch — diversification... Labor saving roles for conven- 


. . «Herbs 


rayon dresses . . 


boxes ‘ 


.. Seven new soft drink recipes tional farm machines... Wilt-immune tomatoes | 


. + . ~ ° y 
have their uses... Don’t forget the first child! . .. on the way . Postwar prospects of dairymen... it from us 2 we 
. . ‘ . ; e 1 ut 
Novel condiments from canned garden odds-and- Masonry for remodeling . . . Roof structure and Far b e your vote bi thst 
— a . uence ow 
ends... “Black magic’’ buttonholes...Summer _ repair . . . Scrambled state standards slow up eve you ought to kn , oo 
; in ri wee* 
suppers, cold—seven suggestions Hot day herd improvements . .. Concrete floor helps hogs men . UK y-) is sort of VES 
. allio . . 
dresses Home furnishing helps ...4-H Club — ... Conditioning chickens . . . Farm Outlook. t buying platform “11, praé 
; its : ouisv! of 
items... Children’s games Dozens of house- andidate 1 the Lo ‘fers 5.9 
, e : oltere © 
keeping suggestions make SuccessFuL FARMING ing Area, which ver th p the 
; ; eae : . chasing yo P yee 
as welcome to women as men, as well-read ... more pur ymbine: 
: | ] j | Kentucky a gd? 
No fiction, all-factual, usable and useful lo rest 0 ches ever? 
, rea . of 
make work lighter, living brighter, days and And WAVE Area— gets Jistem* p 
> . 0 
dollars go farther SUCCESSFUL FARMING is not home 12 nse only BC © "(es 
substituted by the ““women s service magazines” pecause IFS “tes! low : 
He ‘shin 100 miles? aot 
in the best farm homes of the country ith 


he bandwag° 


Not light reading for advertising men 
.. but a medium to the best “class” market 
in the world today!... 
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» made for a term of a 
nore under agreed condi- 
1940, after a decade of 
nent, some 3,000 commer- 
ics held an estimated $2,- 
00 in term loans. 
‘iate research into the 
of small business has 
.dertaken by the commis- 
der the guidance of its 
“iy appointed staff director, 
iam Sheperdson, former chief 
Hh, nall business unit of the 
Foreign and Domestic 
m erce, U. S. Department of 
“ Plans are under way 
ies of regional meetings, 
frst of which will be held in 
w England and the Midwest in 
member to acquaint bankers 
th technical aspects of the pro- 
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ew Corporation 
eeks Ideas from 
)ptical Industry 


New York, Aug. 15.—As a serv- 
to the professions and industry, 
1 “to form a sound basis for 
ntinuing service through the 
tribution of superior products 
the postwar period,” the newly 
med Optical Specialties Cor- 
ration has begun research into 
requirements of all optical 
ups for new and useful ideas, 
vices and products. 
Jathaniel Singer, president of 
Soft-Lite Lens Company, New 
irk, was recently elected chair- 
n of the board of the corpora- 
Officers of the corporation 


| 
| 
| 
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Agency ‘Holiday’ 
Concentrates on 
Postwar Planning | 


Minneapolis, Aug. 15.—Members | nel of six to its present personnel 
of Campbell-Mithun, Inc., took a! of 65 was traced by Ralph Camp-| Weinholtz, formerly with N. W.| 
“holiday” from making| bell, chairman of the board. Newer| Ayer & Son, Philadelphia, has | 
presentations to clients—and spent) members were introduced to the| joined the division as space buyer | 


planning conference for 
which a large proportion of the 
agency’s personnel pitched in to 
prepare and present analyses of 


sion. 


| 


making an_ intensive| five “charter members” who are| and forwarder. 
| still with the agency. 

|Mithun, C-M president, and Mr. m ‘ 
The occasion was a two-day |Campbell joined in sketching the Starts Radio Drive 
broader outlines of postwar busi- 
ness prospects in advertising. 


presentations to each 


around the theme of better serv- Y&R Names Two 
ice and results 


Growth of the agency from its | Sion of Young & Rubicam as a| 
birth in 1933 with a total person-|contact man and consultant on| 


McCrady to New Agency via English and foreign language 
past and present, with plans for Mal McCrady, formerly with} announcements on 14 radio sta-/| 
Hundreds of presenta-|N. W. Ayer & Son and Roy S./tions in major markets through- | 
tion cards and exhibits were cre-| Durstine, Inc., has joined Frank/out the country. Direct mail and 
ated by and for the score of speak- 
ers who delved into many phases 


H. Kaufman 
formed New York agency, in an|bin & Lesser, New York, handles emenes + cuveane 
agency work, all revolving! executive capacity. the account. 


Company, 
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for clients. The 


agency’s Chicago staff moved in 


| 
William D. McCuaig, formerly | j 7 
force to Minneapolis for the ses- with the Algiers outpost of Ow1,| ave ou eard 


has joined the international divi- | 


about the swell job 


iho ae ee — PLASTICS WORLD 


is doing for advertisers ? 


Latin American radio. Harold E. | 


Vitrophane Corporation, Brook- 
lyn, has begun fall advertising for 


its household decorating papers | POST WAR ‘7 W/LL BE A 


PLASTICS WORLD 


PUBLISHING CO, + 551 FIFTH AVE., 
MEW YORK 17, N.Y. 
Les ANGELES 


newly | displays are also being used. Ru- 


* SAN PRANCLICO 


Jude Leopold Strauss, president, | 


ederick L. Slosson, executive 
e-president and secretary, and 
vid Jassy, treasurer. 

Advertisements in business pub- 
ations are being sponsored by 
p corporation to invite other in- 
stries to submit their products 


product ideas for optical use. | 


ose products which fall into the 
eyory of “standard opthalmic 


hterials” will be offered to| 
‘ognized optical manufacturers | 


fabrication and _ distribution 
th the consent of the inventor 


creator, who will be compen- | 


ed in accordance with standard 
alty arrangements, dependent 
mn such factors as novelty and 
ue of idea, expense of develop- 
int and extent of use. 

All submitted ideas, plans, de- 
es or products will be evaluated 
the Optical Specialties Corpora- 
n’s offices at 119 W. 57th St., 
w York, 19, N. Y. 


mrrison Adds Accounts 
Melodee Lane Lingerie, Inc., 
nufacturer of Melodee Lane 
s, and I. Jablow & Co., boys’ 


rts, both of New York, have ap- | 


nted Lester Harrison Associates, 
. New York, to handle advertis- 
The lingerie campaign will 


| 


conducted in national magazines | 


1 trade publications, and the 


fer, plus direct mail, will be | 


d for Jablow & Co. 


COLLINS, 
MILLER & 
HUTCHINGS 


Dy 


hieago Photo-engravers 


O07 N. Michigan Avenve 


““See? I told you we had the makings 
of a post-war FOOD MIXER“ 


Let’s assume you do have the “makings” of a success- 


ful post-war electrical appliance business. 


By ‘makings’, 


facilities, plus merchandising ‘know how.” 


we mean a good product, adequate 


This is why an aggressive presentation of your pros- 
pective wares to the trade is needed now. Begin telling 
your story in the pages of Electrical Merchandising. 
It's the one publication reaching a// those types of 


outlet to which you'll look for vo/ume business. 


The one thing more you need—and it is indispensable— 
is a strong dealer set-up. The good dealers any and every 


manufacturer must have can’t be lined up overnight. 


Begin talking now; keep on! That’s Rule No. 1 of 


electrical appliance “know how.” 


\ 


FOR YOUR “ELECTRIC EYE” 


Now that voting’s coming into vogue 
once more, let's look over a recent vote by 
representative electrical appliance dealers. 


This was a simple return-postcard survey 
containing two questions: 1. What trade 
publications do you receive? 2. What 
Electrical Appliance Trade Publication 
do you read and find most useful? 


The survey was sent to the mailing list 
of a leading maker of electric washers 
and ironers. 


We were pleased yet not surprised to 
find that Electrical Merchandising topped 
the list by almost 5 to 1. 


ELECTRICAL 
MERCHANDISING 


some facts and figures 


Among outlets included in the mailing 
were Utilities, Electrical Specialty Deal- 
ers, Department Stores, Furniture and 


House-furnishing Stores, Hardware Act. 


Stores, Music, Sporting Goods, etc. All Uh 4 

these kinds of outlet are covered by E. M.’s «Seay tne 

75 er : a My shy 
25,000 circulation. % Pisghexhis 

We will gladly supply you with details of a | / ae 


this reader preference survey and other 
similar surveys recently completed. 2 
Take a look at the latest issue of Electrical * .: @ - 
Merchandising. Here you'll find the aT... 


rl 1% TA RN The Bear's ae in Pe Sadi” * 

tempo’ of this fascinating industry setenantig 0 sepa poo matt hrs spinor 
paced with a magazine that’s modern in - 
every detail. One of our best selling points 


is a four-word one—look at the book. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 18, N.Y. 
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Sales Managers to Meet 
Northern California sales man- 
agers will meet in San 
Aug. 28 to discuss postwar mar- 
keting problems at a_ five-day 
conference sponsored by the Sales 
Managers Council for Economic 
Development of San Francisco. 


‘Blue Goose’ Orange 
Copy Starts in Canada 
Walker & Downing, Pittsburgh, 
has released first copy in a sched- 
ule of advertisements in Canadian 


dailies for Blue Goose California 
oranges, on behalf of American 
Fruit Growers, Inc., Los Angeles. 


Zenith in Canada 


Regular schedules to run for a 
year in Canadian dailies have been 
released by Zenith Radio Corpora- 
tion of Canada, Windsor, Ont., for 


its $40 Zenith Radionic hearing 
aid. MacFarland, Aveyard & Co., 
Chicago, is the agency. 


err) st 


' ee are the 
oo Se 


PRACTICAL suiLoer 


Chicago § 


Francisco } 


tatives Avai 
cash with or 
¥% in., $3.50; 


MUST 


anted,” 
lable,” 
ler. 
1 to 3 in 


The Advertising Market Place | 


The rates for this department are as follows: 
“Positions W “Representatives Wanted,” and 
50 cents a line, minimum charge $2. 
All other classifications (single insertion rates): 
, $6.50 per inch. 

WORKERS SUBJECT TO 
BE CLEARED BY THE 
AUTHORIZED CHANNELS. 


“Help Wanted,” 
“Represen- 
Terms 


PRIORITY REFERRALS | 
USES OR OTHER | 


HELP WANTED 


sales and management 
spection. 


Free booklet, 
sent on reques 


Positions open from coast to coast. 
— te Match Men and Jobe’’ 


OUR CLIENTS NEED MEN 


whose record and experience in advertising, 
stand rigid in- 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs 
8 South Michion, Ayeose 


” 


ANDover 3129 


(Solid firms seeking sound men only are 
solicited) 


COPY WRITER WANTED 


Creative man for fast-growing 
Omaha agency. Must be able to 
think out sound selling ideas and 
put them down in black and white. 
Mail order or agency experience pre- 
ferred. ere’s your opportunity to 
graduate quickly from copy man to 
account executive. Write stating 
experience, qualifications and send 


samples of copy. 


Sell us in your first 
transferrec 
Mort Duff, 


letter. We can get you 
to this job. Write today. 
France-Duff Advertising 


2, Nebras 

ART 
Capable making 
crisp. color 
window 
for silk screen 
duction. Must be 
good at figures, st 
ing. Permanent 
good opportunity. 
education, qualifice 
sired. Enclose sn 


Omaha 


or 


Sales & Offic 
Goodyear Tire 


Akron, 


gzo00d 
roughs 
displays, e 


ska. 


'IsT ao 


for 
tc., 


all 
ill life 
position 
Write, 
ations, 
apshot. 
Page 


layouts 
car 
then finishing 
lithograph 
around 
and 


giv 
salary 


Agency, 


and 
cards, 


repro- 

man, 
letter- 
offering 
ing age, 
de- 


e Personnel 


& 
Ohio 


Rubber 


Co. 


Listen, Honey, we're TOPS 
in the U.S. A.! 


were for 


the 


first three 


months, anyway! 


Yes, Sir! For the first three months of 1944, North 
Dale prorle Sad teenage vercontege of bueaiaa... 
increase in the entire nation—an increase of 32.! 
over 1943, as against the national average of 22.4%! 


adinhin Hed ee from 
perder te herder. The ‘Red River Valley, of which 
"Fargo is the center, is by far the best and richest part 
of North Dakota. WDAY at Fargo gives you vastly _ 


“station. if ye et eee. we'd 


| dustrial 


|} ADVERTISING and sales promotion 


| manufacturer 
| Now doing postwar work. 


r| finished 


vee HELP WANTED | 
A REAL POSTWAR 
OPPORTUNITY FOR 
TECHNICAL WRITER | 


« A 
If you 
manuals 


can write copy for service 
and other technical litera- 
ture, there is an excellent opening 
for you with one of Detroit's well- 
established and most progressive in- 
concerns one that is 
fully set for postwar expansion. 
Mechanical knowledge essential. 
Write fully concerning your experi- 
ence and education, give age and 
salary required, 

Box 4994, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


is 


man. Write sales letters, direct mail } 
and national trade paper advertising, 
house organ, for successful Chicago 


industrial specialties. 
Excellent 
Write fully experience, 
desired. Send samples. 
Box 5000, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II). 


LAYOUT ARTIST WANTED 
Creative man for fast-growing 
Omaha agency. Must be able to do 
ad, catalog and broadside 
layouts, some artwork. Unlimited 
opportunity. Ideal working arrange- 
ment. Clean, well-lighted studio. 
Nationally known clients. If you're 


opportunity. 
age, salary 


interested, we can get you trans- 
ferred to this job. Write outlining 
your experience and qualifications. 


Give complete information in first 
letter and send samples. They'll be 
returned promptly. Write Mort Duff, 
France-Duff Advertising Agency, 
Omaha 2, Nebraska. 


SPACE SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personnel 
200 S. State St.—Har. 2063, Chicago 


OLD ESTABLISHED and prominent 
machine tool builder located in Con- 
necticut have position for a qualified 
and capable man to take charge of 
advertising, cataloguing, direct mail 

and sales promotion work. 
Box 5003, ADVERTISING AGE 
109 E. Ohio St., Chicago 11, Ill 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 

POSITIONS 
FRED MASTERSON 


SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO is 


20 YRS. ADV. EXPERIENCE | 


HELP WANTED _ 


COPYWRITER 


WELL ESTABLISHED advertising 


agency in Ohio city of 300,000 offers | ~~ POSITIONS Ww ANTE D 
splendid permanent opportunity to |——— 
clever, resoureeful, newspaper or Sat oe ri 
department store trained combina- | 1); ,. aa 1; ape N1I r 
tion Layout Man and Copy Writer | coli 8 planning, produ 
who understands retail field and is | ‘ lasing, etec., of my own a rtis 
able to make attractive compre- | 4Tt + prone as fel 
hensives. Salary commensurate with | P&S! ees deas, lay 
ability and attuned to the city’s SES. photography, typograp ph 
happy standard of living. Give full enerev see, ht a etc. az 
details in first letter, including sal- | @!rect agi © Bean syndi g¢ 
ary desired. Our employees know | 'C¢, etc. Also written juve I 
of this ad. | & comic continuities, | Mar ey 
Box 5005, ADVERTISING AGE | married; family. Creati 0 
100 E. Ohio St., Chicago 11, II. | versatile, compatible, personab) 
: . , | Box 4923, ADVERTISIN AG 
DISPLAY MAN for designer and| 100 E, Ohio St., Chicago ; 
manufacturer of window and coun- | SALES .T RAINING 
ter displays for the apparel indus- | AND “TEC HNICAL W RITE R 
try. Experienced person to assemble | With wide experience in s¢ 12 
full dimension sketches and ideas. | vertising, educational text wr) 
Imperative to have full knowledge | editing and publishing. Hay Vr iting 
of mechanical manufacturing limita- sales training courses oo. we 
tions in wood, cardboard, etc. Good | the largest corporations in 
pay and fine opportunity. Display | and Canada, edited several! hy 


357 East Erie Street, 


Wisconsin. 


Corporation, 
Milwaukee 2, 


ADVERTISING 
PRODUCTION MAN 
Experienced in buying engrav- 


ings, composition and print- 
ing, 
of 
mail. 


tial. 


and handling completion 


advertisements and direct 
confiden- 


wMec 


Reply will be 


Must comply with 
regulations. 

30x 5008 
100 E. 


, ADVERTISING AGE 
Ohio St., Chicago 11, Il. 


SE CRETARY TO ADVERTISING 
MANAGER 


Advertising Manager large 
manufacturer seeks secretary. Work 
in congenial air-conditioned private 
office, twenty minutes west of loop, 
convenient to transportation. Com- 
pany cafeteria in building. 


in dictation, filing, 
initiative and diplo- 
compose your 
phone Central 


If vou 
office 


are apt 
procedure, 
macy, and can 
routine letters, 
for appointment. 


9384 


$150.00 Hours 


4:45. 


Salary 


per month. 
8:15 to ) 


No Saturdays. 


GAN. 


the war. 


National 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


Going Fishing? 


Then drop your advertising hook into one of the most re- 
sponsive markets in existence today—INDIANA and MICHI- 


They have more war production per capita than any other 
two States in the Union—have produced more food than 
ever before in their histories. Families have plenty of spend- 
ing money now and will have a surplus after the war. 


Are you getting your message before them? 
Now is the time to do it. 


Perhaps the metropolitan newspapers have had to ration 
your advertising space or leave your advertising out entirely. 
Then why not schedule your advertising in the daily news- 
papers in non-metropolitan cities in Indiana and Michigan? 
Cultivate these markets now and they will be yours after 


You can do a good state-wide advertising job now through 


THE INDIANA LEAGUE of HOME DAILIES 
THE MICHIGAN LEAGUE of HOME DAILIES 
THE MICHIGAN UPPER PENINSULA GROUP 


For information and details 


SCHEERER & CO. 


{dvertising Representatives 


New York 17 
441 Lexington Ave. 
Phone: MURray Hill 2-2423 


Advertising Age, 


WANTED IMMEDIATEL\ 


Advertising agency requires copy- 
|} writer at once. Good opening for 
man with vision, imagination and | 
initiative. Give full details regard- 
ing experience, age and salary de- 
| sired. Our organization knows of 
this advertisement 

Box 4997, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 


own | 


| Magazines, 
i of 
150 
Aas 


food j 


| 


| ‘‘Plant-City Advertising: Why 
| dustry Needs It. 
Use it,” 
reau 
| Newspaper Publishers Associatio 


/munities where industry is 
cated.” 
Such advertising can be us 


| effectively now, 
| “applaud employes for their wor! 
|}encourage employes 
their 
promote company spirit and prid 
|}and interpret employe welt: 
| programs.” 


enced woman artist cap 
layouts and finished art 

thorough knowledge of 

production. Good salary 
portunity for rapid ad 

with South’s fastest gro 

publication. Write detail 

ience, salary expected, wit , 
samples. M. E. Hughes, Bi i’ 

Orleans, La. et 


manager 
| Few 

| satile 
thing 
| postwar 


Augus! 2]. 
HELP WANTED) 


including 
50,000 circulation; writt at 
technical training text 
sales promotion and ad 
of two large eco) 
advertising men have y 
background. It is worth s 
to some large corpo! 
activities. 


a hou 


epol 


Box 5002, ADVERTISING AGE he 
100 E. Ohio St., Chicago 11. | 


rom 
nd 


REPRESENTATIV E_ WANTED 


Southern California Assignmenf™ary 
wanted representing trade — @las Rope 
mass magazine, agency, service E 

interviews, research, feature wragne ¢ 
ing. Part-time or free-lance basimhe 
Les L. Finkle, 12014% South Ogd ost 
Los Angeles 35, _Calif, la 


10ns. 
A 


vate} 


~ BUSINESS ‘OPPOR’ TUNITY 
POSTWAR AMMUNITION 


Comes the buyer’s market : 
your salesmen be ready? A pn wife 
to-order sales manual, writte: er, 
people with years of experien lage 
preparing such material, wil! Veg 
put the “sales"’ back in your sak lare 
men. Write: lave 
Box 5004, ADVERTISING AGI se 
100 E. Ohio St., Chicago 11, 1) gece’ 


lehy¢ 


Bureau Reports 
on Plant-City 
Ad Campaigns 


port says, 
find ways to utilize its greatly ¢ 
panded production capacity. 

people must know what makes 


dustry tick. The road to publ 
understanding of industry best 


ducing single outstanding fe 
city ads by nearly 100 advertise 
case histories are presented ¢ 
advertisers 
| Campbell 

| Morrell & Co., 
|child Engine & Airplane ( 
tion; 
tion; 
machine tools; 
of California; 
pany, 
Products 
appliances; McBee Company, bus 
ness equipment, 
Ohio Railroad. 


ered 
0 W! 
rerns 
oO sti 

Al 
plant 
mes 
ood 
fore 
vill 1 
ly a 
xter 

He 
the ramp? K! 


; irate 
h Lave | 


New York, Aug. 17.—A study ¢ 


How You (Ca 
was issued today by B 
Advertising, Americ 


of 
“When the war ends,” 
“industry will 


in plant cities in con 


it is explained 
to stick 


jobs; recruit new employe 


In addition to a section repr 


various 
Compan) 
meat packe 


in 
Soup 


fe tb 


qc 


can Viscose ( 
Pierce Mfg. C 
Union Oil Com! 
Chicopee Mi 
medical supplies; as 
Corporation, ¢ 


Ameri 
Taft - 


} 


and Balt 


LOOK IT UP in «Ss 
the MARKET DATA E00 


* 
CONSUMER MARKETS EDI! 
7 
BUSINESS PUBLICATIONS EDI’ 
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Distribution Not 


~ “Bobbers Told 


Rt 
" ~ ntinued from Page 1) 

eT Dull nee ending Saturday, where 
ices for qimmhe )0 food manufacturers have 
Lt a COMMIS Oscar Vogl, merchandis- 
)o\@i,e counselor for the NFDA, said 
di << hst membership in the organiza- 
an. © book | increased 15% in the past 
tive. = ° Maes pite war inductions of male 
r ? ersonnel, and that women doing 
os \c | large share of the wagon distrib- 
NG . iting ere in a great measure 
yRITER esponsible for the industry’s in- 
Belling, reasing its 1944 sales by more 
ive we han 15%. 

id Roper Discusses Surveys 
hye Elmo Roper, survey director, 
“itt ‘ tneaking on “The Grind penina 
XtS; s¢ he Glamor of Election Predic- 
ac\<rUsiiifions,” said that selection of quali- 
ve my ied interviewers to make personal 
worth s rpontacts was essential to unbiased 
porsCen MM anorting of preferences. Because 
ING AGcrithe attitude of the farmer differs 
BO rom that of the urban resident 
WANTED [end because standards of living 
\ssignmenqmwary in different communities, Mr. 
rade clafRoper declared that the opinion of 
ature waggtne common man, who represents 
lance basif/mhe masses, was found to be the 
uth Osdemimost reliable as a base for predic- 

1ons. 

noone A letter opener and a pan of 
_— yater may be all the busy house- 
> A’ maagmwife will need for a postwar din- 
Written timer, Chester Freeze of California 
perisce Mivegetable Concentrates, Inc., de- 
your saleqmlared. He said the retailer will 
Na aceMeve supplied her with the other 


ro 11, I] 


rts 


lehydrated foods. 


ns 


A study @@ood absorbed by the market be- 

Why lgpore the war boom. He asserted it 

vy You Cqgvlll take a vast amount of ingenu- 

ay by Bay and research to continue such 
Americaextensive operations. 

Associatiomm He reported that there are now 


.” 
’ 


ill have @tated. 

fie a Asks Better Sampling 

ity... 

makes ig «O@Ying that “more, longer and 
to publggster steps, from now until the end 

try becie! the war, and for some time after 
“in commoat” will follow the recent an- 


hole Job, Food 


dvertising Age, August 21, 1944 


iecessary ingredient—packages of 
Mr. Breeze of- 
ered that possibility to illustrate 
o what lengths dehydrating con- 
erns will have to go if they mean 
y o stay in business after the war. 
) American food dehydration 
plants, he said, have a capacity 20 
imes greater than the amount of 


the apt Kinds of vegetables being dehy- 


try is q™gpouncement by WPB Chairman 
Jonald M. Nelson of his “reconver- 


1 in miniature,” Lionel Moses, 


| 


1 be us : “hdl 
plained nager of the trade extension di- | 
heir ¥ sion, The American Weekly, told | 
or he NFDA members that better | 


and pridggnter } 
heir postwar aims. 


emplovekempling, thorough surveying and 
ive demonstrating, should be | 


He told the group there would | 


ion repr@™e some marketing changes, but 
ing plan{varned them against getting ‘“‘con- 
idvert 
nted < 


To Women While 
ney're Young 


byeGIRDSCOUTS 
*thy Serpet. New York: r7 
ee ee 
3 hes: 
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bad 
ew long with usi 


225,000 ABC! 


ae 
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ER OF THE YOUTH GROU! 


fused or upset.” He said, “If any- 
one tells you that you must change 
your selling methods, or your pres- 
ent setup, or your lines of mer- 
chandise, because new conditions 
must be met, or because new dis- 
tribution policies are going into ef- 
fect, or for any other reason— 
don’t! 

“If experience over a period of 
many years, with many products 
in many markets, has taught me 
anything, it has taught me that 
there never was a time when hard 
work, intelligent work, good sell- 
ing and good merchandising, failed 
to win success for any man or or- 
ganization in the marketing of any 
good product manufactured by a 
good company and priced fairly to 
retailers and consumers I am firm- 
ly convinced that there never will 
be a time when those same meth- 
ods will not prove successful.” 


Suggests Three Aims 


Advising the members to keep 
their basic policies, he added that 
he did not mean there were not 
some things they could do better. 
He suggested three points to pur- 
sue: 

1. Sampling—to encourage buy- 
ing of “silk stocking items’ by war 
workers now, who might continue 
to buy the items postwar. 

2. Surveying—to comb the coun- 
try for proved merchandising 
methods of certain items, and 
adapting the best method to one’s 
own business. 


died Aug.-11 at his home here. 
Mr. Scott 52 years ago became 
founder and publisher in Phila- 
delphia of House Furnishings 
Review, now a Haire publication. 
At the time of his death, Mr. Scott 
was with Thomas’ Register, New 


York. 
J. I. PHILLIPS 
Ottawa, .Ont., Aug. 15.—J. I. 


Phillips, 54, advertising manager 
of the Ottawa Journal, died Aug. 
13 at his home here. A native of 
St. Thomas, he was formerly ad- 
vertising manager of A. J. Freiman 
Ltd., Ottawa department store. 


L. B. BROWN 

St. Petersburg, Fla., Aug. 16.— 
Lew B. Brown, publisher of the 
St. Petersburg Independent since 
1908, died here today after a long 
illness. He was 83. His famous 
offer to give away copies of the 
evening paper each day the sun 
failed to show before press time 
cost the publication only 153 issues 
in nearly 34 years. 


FRANK H. GOLER 


Rochester, N. Y., Aug. 16.— 
Frank H. Goler, 79, chairman of 


the board of Paine Drug Company, 
perhaps the most extensively ad- 
vertised independent drug store 
in the country, died at his home 
here yesterday. 


JAMES J. KANE 


Albany, N. Y., Aug. 15.—James | 
J. Kane, 70, at one time general | 


manager of the 
Union 


Albany Times- 


and for the last 


partment, died Aug. 10. 


BENJAMIN L. CARROLL 


New York, Aug. 15.—Benjamin | 


L. Carroll, 52, advertising manager 


of the Rockaway Journal and Nas- | 


sau Herald, with offices in Far 


Rockaway and Lawrence, L. L, 
died Aug. 12 of an internal ail- 
ment after a five-day illness. 
C. E. FORSCHLER 

Rochester, N. Y., Aug. 15.—C. 


Elmer Forschler, 57, with the sales 
staff of Alling & Cory Company, 
wholesale paper firm, for 39 years, 
and a former president of the 
Rochester Ad Club, died at his 
home here Aug. 11. 


19 years | 
head of its legal advertising de- 


49 
‘Heads Yarn Sales 


Arthur Archer has been ap- 
pointed vice-president in charge 


|of yarn sales, Amos Worsted Com- 
pany, Lowell, Mass. 


| 
Flint is broadcasting I 


should be listening.” 
} 


‘He says whatever WF DF 


3. Demonstrating—to teach the 
retailer how to sell one’s product, | 
not merely carry it. 

Declaring that “there are some | 
very definite things which a dis- | 
tributor can do to increase the 
sales of any item sold from his 
trucks,” Will A. Foster, vice-presi- | 
dent, Borden Cheese Company, | 
discussed sales promotion and sales | 
training. 

Of sales promotion he said, “Ad- 
vertising efforts of manufacturers 
help secure distribution and defi- 
nitely influence consumer buying 
and eating habits.” But he said 
that advertising is a supplemental 
aid to personal salesmanship and 
“cannot replace the sincere effort 
of a well trained salesman.” 


A. W. B. LAFFEY 


Chicago, Aug. 15.—A. W. B. 
Laffey, assistant publisher of the 
Putman Publishing Company, Chi- 
cago, died here last night after a 
brief illness. He was 44. 

Mr. Laffey, who had been asso- 
ciated with Putman since Aug. l, 
1942, was active in affairs of the 
National Industrial Advertisers 
Association. He started his career | 
with General Outdoor Advertising | 
in Chicago, in 1928 joining Mc- | 
Graw-Hill Publishing Company, 
with which he spent two years. 
Later he served with Manufactur- 
ing Confectioner and was asso-| 
ciated for nine years with National | 
Provisioner, Inc., Chicago, as a 
vice-president. 


E. T. SHEETZ 


Nashville, Tenn., 
Eugene T. Sheetz, 53, secretary of | 
the Outdoor Advertising Associa- | 
tion of Tennessee for the past 10) 
years, died at his home here Aug. 
3 of a heart attack. He operated | 
three outdoor advertising compa- | 
nies covering mid-Tennessee and | 
southern Kentucky, the Sheetz| 
Poster Advertising Company, | 
Caldwell Advertising Company | 
and Todd Poster Advertising Com- 
pany, with headquarters here. 


ISBON B. SCOTT 

Jersey City, N. J., Aug. 15.— 
Isbon B. Scott, business paper 
pubisher and famous as the last 
survivor of the U.S.S. Constitution, 
on which he was ship’s recorder, 


For Authoritative 
Technical Articles — 


ARCHITECTURAL MEN 


Pencil Points 


The Magazine of Architecture 


Every puffing tugboat, every plodding freighter, 
every sleek transport becomes a lady with a future 
as Diesel’s tremendous power possibilities develop 
and are proven through war’s mechanized efforts. 
On land, sea, and in the air, Diesels have done 
things. Today's Diesels charge the enemy in his 
home water; from Alaska to Cape Horn, from San 
Francisco to Wake, Diesels carry the fight. Think of 
the tugboats, fishing schooners, river boats and 
pleasure craft that will have to convert to Diesel or 
lose out in the commercial race. The ease of han- 
dling, increased economy and engineering improve- 


=| ments make Diesel conversion a certainty. 


suc i. LADY WITH A FUTURE 


Complete fle 


for marine use 


be employed 


Diese. Proc 


provide power 


‘et conversion awaits the day when 


mass production can assure deliveries. Imagine the 


tremendous potential output of Diesels earmarked 


only; thousands more of them will 
in construction, manufacturing, to 


for mines, and hundreds of other 


jobs heretofore performed by gasoline or steam. 

-RESS reaches this market with a com- 
plete coverage, rendering a wide technical service 
to executives who are interested and can purchase 
your equipment. Many of these executives are mak- 
ing purchases now for future shipments. When you 


use Diese. Procress vou reach the men who buy. 


Edited and Published by 
REX W. WADMAN 
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ak ran on Broadway for two years | ated with NBC. Agency in charge|family. It will be hear 30s 
— ~ Kaufman-Hart Pla }and went on tour throughout the | is Showalter Lynch, Portland. p. m., EWT. Agency is © Ij, 
- he United States, returning a_net| Smith & Ross, New York “7 
ae profit of more than $1,000,000, | MBS Sponsors Change Time Seclitesatl Wine 
3 Es s including movie rights and profits | Bitediive Sent. 1% John J. An- ves to B ue 
a igne y merson from road companies. Radio| Rae. ve Sept. 17, Johr "eames Lockheed Aircraft Cor: rat, 
si scripts will be written by Na- | seed on 121 Mutual 2 Mg Burbank, is shifting rs 
F | thaniel Curtis. Emerson agency is | Piugle  Menttivirs Ch G Y¥|/Named X” from CBS. nda 
: William H. Weintraub & Co., New | yen rothers Sessa tae | 10: e011 p. Mm. BW, to 105 me 
f , Company, Pittsburgh, will shift its ati turd q » Blue 
Or U ud erles | woes. Sunday broadcasts from 10:15-11 Saree urday, 10:30-1. py 
Starts NBC Show p. m., EWT, to 10-10:45 p. m.,| “0 04.© ace Sept. 9. At t 
New York, Aug. 16.—Emerson | EWT. Walker & Downing, Pitts- ~% pts es AN” ounce 
Radio & Phonograph Corporation| Brown Shoe Company, St. Louis,| RIVAL RADIO DIRECTORS—Radio | burgh, is the agency. This move) @ © .~ Wihtia ae r tt 
will start a new fall series on)| will sponsor “Smilin’ Ed geet directors for Democratic and Repub- | necessitates a shift in the Cedric CBS» siias Be Toh ose on 9 
Mutual Aug. 27, sponsoring a radio | nell and His Buster Brown Gang’’| |ican National Committees are, re- | Foster news, sponsored on 170 Saket scidinede To ea free 
adaptation of the George S. Kauf-|on 52 NBC stations, Saturdays,| . octively J. Leonard Reinsch (left) MBS stations by Employers’ Group i Fo 4 C &B 1di Cec’ agency 
man-Moss Hart comedy, “You|10-10:30 a. m., EWT, beginning | e? are Turnbull. Mr. Reinsch js on |0Surance Companies through S tg , Cone elding, | os An 
Can't Take It With You.” The!Sept. 2. Intended primarily for| Y heral maneacy of WSB, At. |i: B. Humphrey Company, Bos- | 8®'¢s: 
program, to be heard on 63 sta-/|children, the series will feature| (C®¥® ®5 genera’ manager o “| ton. Foster will be heard Sundays ‘Aldrich’s’ Switch to (Rs 


las roadcast of which will be Mr. Turnbull is on leave from Duane NBC last year, “The Aldrich Fan 
Eaaek ater 20, $5:30 p. m., EWT. | Jones Co., New York, where he is chair- Alcoa Signs Barrymore Rg Jae re pt. | 
The comedy, a legitimate play, KGW Buys Time on WQXR - one 2 Greate’ ee Aten Copies 6 keel oo Oe Nba “4 

| In what is believed to be the| S¢ Yeweys two New York guber- | i.. pittsburgh, which discontinued | awkward-voiced adolescen: f the 

\first time that a station in the natorial campaigns. its “Lighted Windows” series on| program, this year will be playe 

Buffalo’s | West has purchased time on an NBC May 27, is resuming the pro-|by Dickie Jones, 16-year-j 
eastern outlet to promote its fa- ; ..,| gram Sept. 17 on the Blue as a|Sponsored by General Foods. rx, 

Greatest Regional cilities, KGW, Portland, Ore., has | SP0ts will promote KGW and will} half-hour Sunday afternoon dra- ports point to the continuance ¢ 
signed with WQXR, New York,| include salient facts about the| matic series starring Ethel Barry-|Postum as the product promote: 

Covera e for a series of spot announcements, | KGW market in the Pacific North-| more. Continuing with the same|on the CBS “Aldrich Family 

ed g Monday through Friday at 7:24) west and Oregon. The station, | title, the program will portray the | program. Agency is Young g 


tions, replaces Emerson’s former | 
series, “Green Valley U. S. A.,” 


| 


adventure tales and special music. 
Agency is Leo Burnett Company, 


| Chicago. | 


lanta, WIOD, Miami, and WHIO, Day- 
ton, all three James M. Cox stations. 


|p. m. for a 13-week period. The! owned by the Oregonian, is affili- 


at 9:30-9:45 p. m., EWT, instead 
of 10-10:15 p. m., EWT. 


effects of the war on an American 


A coast-to-coast fav 


Rubicam, New York. 
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Ist National Bank, Burkburnett, 
Tex. Vice Pres. A. R. Hill (seated) 
and Pres. J. V. Brockshear con- 
fer with ranchers T. H. Neal and 
Frank Darity. 


Fa 
. 


Another rural banker analyzes the farmers 
who read “‘C. F.’’—and finds them excellent! 


oa 
* 
ry fh 


BLUE 
NETWORK 
STATION: 


5000 WATTS BY DAY 
1000 WATTS BY NIGHT 


A. R. Hill, vice president of the 1st National 
Bank, studied the list of Burkburnett, Texas, 
subscribers to Capper’s Farmer—he knew them. 
Out of a total of 54, he rated 37 farms good; 12 
farms fair; 1 farm poor; 92% of all readers were 
classified as practical farmers, “representative 


of the most substantial in the community.” 


It takes practical 
men like Lige 
Reed, Jr. (above) 
to run food-pro- 
duction the Texas 


The family that farms fora living likes Capper’s 
Farmer. There are more than 1,200,000 of them 
in the rich farmlands of mid-America, and Burk- 
burnett, Texas, is a fair sample. 


They are the kind of farmers that their local 
banker knows and praises. 
Capper’s Farmer is their busi- 
ness paper—it gives them the 
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The ONE National Farm Magazine that Speaks the Farmer’s Language 
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- Humanizes 
With Life of 


‘cal Family 


cture on Page 55) 
iti, Aug. 17.—As an 
the question of how 
dvertising can be given 
appeal, the Fifth Third 
st Company has intro- 
manized”’ bank advertis- 
‘+h its agency, the Ralph 
Company. 
of the ‘“humanized”’ 
ie portrayal of a typical 
iose everyday problems 
trated. In three Cincin- 
papers, the Enquirer, 
Times-Star, the family 
juced in 1,260-line ad- 
nts a few weeks ago, 
“This is the Family of 
er Mott.” 
meeting the family en 
this advertisement, the 
introduced to each one 


‘idually—Junior, who started 


gs account at the Fifth 


ird Union Trust Company with 


dollar Grandma _ gave 


him; Marybelle Mott, bride-to-be, 
who will get a registered check 
from the bank from Papa; Pfc. 
Winthrop Mott, first cousin, now 
a fighting man and one of the rea- 
sons the Mott family visits the 
bank to buy war bonds; Aunt 
Paula, who keeps her jewelry in 
a safe deposit box at the bank; 
rich Uncle Abner, who advises 
young men to use their banks to 
improve business; and Granny 
Mott, who lives comfortably on a 
trust established for her by 
Grandpa. 

Subsequent ads in the series 
deal with the advice the bank 
gave the parents of Marybelle in 
a debate over a wedding gift; and 
a “We Can’t Sit Here and Mold” 
story of a personal loan to aid a 
vacation-time budget. 

Street car and bus cards carry 
the Mott family advertisements 
with similar copy, and in addi- 
tion, the bank uses an evening 
radio newscast over WKRC and 
classified newspaper and_ trade 
publication insertions. 

High readership expectancy of 
the campaign was based on sev- 
eral surveys and success with this 
style of conversation-continuity 
advertising for other advertisers. 


National Distillers’ ‘44 
Budget Tops $5,000,000 


With increased campaigns 
planned for Old Sunny Brook, Hill 
& Hill and Bond & Lillard bourbon 
whiskies and a record $1,500,000 
budget for PM De Luxe blended 
whisky, National Distillers Prod- 
ucts, New York, will spend more 
than $5,000,000 in advertising all 
its brands this year. About 50% of 
it will be in newspapers, 30% in 
magazines and 20% in car cards 
and outdoor. 

To double the supply, some of 
the bourbons formerly straight 
whiskies, have been turned into 
blends of 51% straight whisky with 
neutral spirits. Lawrence Fertig & 
Co. is agency for these bourbons, 
and Lloyd, Chester & Dillingham 
for PM. 


To Counsel ‘Airports’ 


Charles H. Gale of Charles H. 
Gale & Associates has been re- 
tained by Haire Publishing Com- 
pany as editorial consultant for 
the new magazine, Airports, out- 
growth of American Pilot, which 
will be published for the first time 
in September. 


See Federation 
of Graphic Arts 
Associations 


Detroit, Aug. 15.—An organiza- 
tion committee is being set up to 
consider the coordination of the 
activities of all graphic arts asso- 
ciations in the field of government 
and public relations, according to 
C. C. Means, Typothetae-Franklin 
Association, Detroit, temporary 
secretary of the organizing group. 

James F. Newcomb, New York 
City, who presented the plan for 
discussion at a Chicago conference 
last week, and chairman of the 
Joint Committee on Government 
Relations, was selected temporary 
chairman of the organization com- 
mittee. Representing 45 associa- 
tions, almost 100 printing execu- 
tives from 23 cities attended the 
meeting for 
needs and objectives of the indus- 
try. 


committee feels may 


fighters. 


Salvaged Paper Packs 
A Mighty Punch 
Blood plasma containers, 
medical kits, medical sup- 
ply cartons—made of 
salvaged paper .. . help 
the Medical Corps save 
the lives of American 


- 4 1 
> 
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TO CUT DOWN THE CRITICAL 


SHORTAGE IN USED PAPER 


The 1944 waste-paper shortage is now around 100,000 tons a month. We 
are doing better this year than last, but are still far behind. But the draft 
is on, the dragnet is out for millions upon millions of old, unused pieces of 
advertising. There’s enough of this old material stored away to take care of 


CHICAGO e 


DETROIT © 


the shortage for many months. Let's dig it out and start it on the march to 
war. EVERY POUND COUNTS. SALVAGE YOURS NOW. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 


1905 


JERSEY I\CITY 


discussions of the! 


Letters and telegrams from all | 
parts of the country from industry | 
members gave evidence which the | 
lead to a/| 
nationwide federation of organiza- | 


51 
tions, a still unrealized goal of 
printing leaders for more than a 
decade. 


‘Seeks Greater Support 
of Nurse Recruiting 


Radio stations have been urged 
|by the National Association of 
Broadcasters to step up their sup- 
| port of Army nurse recruiting by 
providing better time periods for 
a series of War Department tran- 
| scriptions presented free by ap- 


|proximately 800 stations each 
| week. 
| NAB asked that stations take 


| special care that the “Voice of the 
| Army” programs are heard dur- 
|ing periods when largest women’s 
audiences are available. In addi- 
tion, stations have been asked to 
'try extra promotions to increase 
| Army nurse recruiting. 


} 


BROADCASTING 
CORPORATION 
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Cover the Rich Lehigh Valley 


EASTON, PENNA. 


, 


é cg 


Bowles Promises 
fo Fight Postwar 


| 


Premium Prices 


(Continued from Page 1) 
ices at the lowest possible prices 
to the consumer. Unless American 
‘industry produces the limit of its 
powers, there will be an increased 
|danger of depression and eventual 
| collapse.” 

During the transition period, 
OPA will enforce tight pricing pol- 
icies, he indicated, holding the line 
on rents, clothing, food and pricing 
consumer durables on the same 
basis that they have been priced 
during the war. 

In pricing new appliances and 
other consumer items made under 


WORCESTER, 


DO YOU KNOW ... 


. . » how many plan to buy or build homes 
immediately after the war and what their 


desires are? 


what household 


MASS. 


- 


the WPB spot authorization order, 
company by company or industry- 
wide adjustments will be granted 
on the basis of increased wage 
rates and prices for materials. But 
these increases will be offset, he 
indicated, by decreases in costs re- 
sulting from improved “know 
how.” 


Formulas Not Completed 


For firms partially engaged in 
war work, adjustments in con- 
sumer goods prices will be granted 
only when the general financial po- 
sition of the firm warrants. When 
a firm switches entirely to civilian 
output, entirely new prices, based 
on a formula still to be completed, 
will be granted. 

In any case, Mr. Bowles is de- 
termined that prices must not run 
away, even though consumers 
might be willing to pay them. He 
questions predictions that automo- 
biles will sell for as much as 40% 
more than before the war. “Sure,” 
he says, “the first hundred thou- 
sand will sell for $3,000 but the 
industry would be inviting compe- 
tition from outside.” He says he 
doubts that cost figures would jus- 
tify any such increase. 

During long weeks of confer- 
ences on postwar pricing, OPA 
has turned to leaders in industry 
for assistance, Mr. Bowles devot- 


‘ing a large amount of his time to 


personal conferences. 
Warns of Unemployment 


“When the work week drops 
from 48 hours to 40, overtime pay- 
ments of some 12 billion dollars 


equipment they plan 


to buy first and what they expect in their | 


purchases? 


. . » how many will buy models then avail- 
able and how many will wait for expected 


improvements? 


. . » how many expect to pay cash for their 
purchases and how many will buy out of 


income? 


. . « how many have 


War Bonds .. and how many plan to hold 


will drop out,” Mr. Bowles warns. 
“To that extent there may be a 
drying up of potential sales for our 
businessmen and merchants. Dur- 
ing the reconversion period there 
is bound to be some unemploy- 
ment. Even with adequate unem- 
ployment insurance, this will mean 
a further reduction in purchasing 
power.” 

OPA apparently scored a com- 


‘Mirror’ Awards 
$2,000 for Posters 
on Paper Salvage 


New York, Aug. 15.—Prizes to- 
taling $2,000 in war bonds and 
stamps were awarded by the New 
York Mirror today to 17 amateur 
and 17 professional artists for 
posters to stimulate collections of 
waste paper. The awards were 
presented by Mayor F. H. La- 
Guardia. In addition, Kate Smith, 
radio star, gave a war bond 
and merchandise in special poster 
awards for servicemen. The 
Mirror competition, announced on 
June 4, attracted more than 6,000 
entries. 

Mayor LaGuardia emphasized 
the “tremendous importance of 
the work of waste paper salvage.” 
He also predicted a great improve- 
ment in creative advertising art 
after the war. 

Harry Hershfield, master 
ceremonies, said that “little things, 
such as waste paper collection, 
may be of decisive moment in vic- 
tory.” Lee Tracy, promotion man- 
ager of the paper, presided. 

Julienne Freincle of Brooklyn 
won a $200 bond as first award in 
the amateur group and Cpl. Alfred 
Guerra, serving with the air base 
at Farmingdale, L. I., a $200 bond 
as first prize in the professional 
group. 


TO ENLIST STORES 


New York, Aug. 17.—-National 
Wholesale Druggists’ Association, 
working with WPB, is enlisting the 
cooperation of the nation’s 50,000 
retail druggists in a uniform code 
of wrapping practices to conserve 


paper. 
The 211 active members of 
NWDA re distributing 100,000 


copies of a poster entitled, “Our 


| 


of | 


Advertising Age, Augu 21 


Pledge to Conserve Ps ey» 
the Federal Wholesale 


Soarwntege' 2 Drugg 
Association is performin sire 
service. j 

Lambert Pharmacal 


St. Louis, is underwriti: 
of pledge cards being 
to the drug trade. 


To Goldman & Gross 


Vicki Jacques has 
pointed director of med 
research of Goldman 
Chicago. 


Complete plants in TORONTO - MONTREAL - Winnipg; 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fort 
from this convenient market. Perh 
you've been overlooking the 7-billi 
spent yearly by American Negroes, T 
you'll be surprised how easy it is to co 
these spending millions at a cost so | 
it's a shock. Drop a line to Interst 
United Newspapers, Inc., 545 Fifth A 
nue, New York 17, New York and w 
send you some startling, profit-reveali 
facts. 


plete success in its pricing of elec- | 
tric irons, for it announced today 
that 20 manufacturers, who will 
produce 81% of the irons author- 
ized by WPB, had agreed to mar- 
ket them at no change in their| 


| March, 1942 prices. 


“It is gratifying that such a large | 


| percentage of manufacturers have 


savings accounts and 


their bonds as a long term investment? 


. . . what the consumer's attitude really is 
toward nationally advertised brands? 


These and scores of other important questions are 
answered in the comprehensive survey of Worcester 
and nine contiguous towns made for the Worcester 


Telegram-Gazette by Fact 


BLOCK and ASSOCIATES, NATIONAL RE ee 
OWNERS of RADIO STATION WTAG 


Finders Associates, Inc. 


|eant that so many of these com-| 


|have in the maintenance of stable | 
| price levels.” 


volunteered to resume production 
at no price increase,’ Mr. Bowles 
commented. “New electric irons 
have been unobtainable. Many 
housewives want irons and would 


jnot hesitate in many instances to 
|pay a high price for them. Under | 


these circumstances it is signifi- | 


panies recognize the stake we all | 


Pricing of new consumer items | 


| will be by company or industry, | 
and will be handled in regional of- | 


fices. Mr. Bowles insists that there | 


|are “tremendous variables in each | 


|industry which will require special | 


Ready September tat! | 
The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
GEORGE F BooTH Pubiishes- 


attention and consideration.” 


Varva Perfume Promoted 


Varva, Inc., New York, sub- 
sidiary of House of Tre-Jur, is | 
releasing a campaign of black- | 
and-white and color ads to 2 
national magazines for Nonchalant 
and Follow Me perfumes. Law- 
rence C. Gumbinner Advertising 
Agency, New York, handles the ac- | 
count. 


TRY THIS ON YOUR PHONE 


. . . Write or Phone for 

one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


« « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


en. 


Ad-Setters + Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


DAY AND NIGHT SERVICE 


PRINTING 


ST. a 
CIRCULATION 


ST. 
ADVERTISING 


I 


ST. im 
RESULTS 


"] Makes the Gazette 
a Better Buy! 


A paper in a stable, high-income market like the Schenectady area is a good by 
on the basis of circulation supremacy alone. But, the Gazette offers you circulati" 
supremacy plus advertising dominance plus 
paper to do your selling job in Schenecta 


G 


roven selling ability. You need only c 
dy—the Gazette. 


SCHENECTADY 


AZETT 


REYNOLDS-FITZGERALD, INC., National Representatives 
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re Companies 
Sights for 
ree Expansion 


Continued from Page 1) 
plans, the article points 
Firestone’s directly- 
res playing a compara- 
1or part. Independent tire 
»wever, are being offered 
; for store layouts and 


ersified stock—including both 
cf soods and those of other 
anul turers. 

ompany Officials put particular 
yoha however, on the policy 
¢ a dealer stick to tires and 
»s or of taking on the full 


part of its postwar plan, Fire- 
ll expand its dealer 
hool,”’ including instruction in 
esmanship, store layout and dis- 
ys, inventory controls, etc. 

fost dramatic possibility of the 
twar outlook for Goodyear Tire 


As 


Rubber Company — aside from 
tire production — is the port- 
le house it plans. The company 


eady is said to have tested suc- 
sfully in war worker colonies 
fabricated four-room houses 
t would sell, completely fur- 
hed, at around $2,000. 


Allied Products Involved 


;odyear’s president, E. J. 
mas, explaining that this di- 
afield as it 

, is quoted as saying these 
ngfoot houses “use a lot of rub- 


‘There’s rubber in the uphol- 
ry and in the flooring. Goodyear 
ducts go into the draperies and 


Send for This Free 
8-Page Booklet 


scribing the independent Auto- 
otive Service dealer market both 
esent and postwar. Answers the 
estion of what the postwar mar- 
t will be for the aut-motive 
rvice dealer. 


fter seeing the booklet, one man- 
acturer wrote, “. . . I'd like to 
istribute the booklet to ovr field 
en. Please send me 50 copies.” 


Send for your copy today! 


MOTIVE DIGEST 


ncinnati, Ohio 


ing displays along with: 


the upholstery finishes. So, you 
see, the house is rather closely al- 


‘lied to our main activities.” 


| 


| units 


The Wingfoot home is a proposed 
|postwar assembly line product, 
with financing to be arranged for 


ithe owner on an easy payment plan 


if desired. It is to include a com- 
bination sink, electric stove and 
refrigerator, plumbing facilities, 
cabinets, etc. 

Volume output of synthetic tires, 
Goodyear officials believe, is here 
to stay. There will probably be a 
period in which maximum produc- 
tion of both synthetic and natural 
rubber will be required to meet 
demands. “Once the replacement 
market is met and crude rubber 
appears in volume,” said P. W. 
Litchfield, Goodyear chairman, “it 
will be a question of competition 
both as to price and quality. What- 
ever will give the tire user the 
most wear for his money will 
govern.” 


To Expand Dealer Setup 


B. F. Goodrich Company, it is 
said, is readying a civilian tire 
marketing program emphasizing 
both dealer education and expan- 
sion of the 450 company-owned 
outlets now functioning. As before 
the war, the company intends to 
open outlets only where dealer 
representation proves inadequate. 

Independent tire dealers are 
offered, by a special Goodrich de- 
partment, advice on store layout 
and design and cutting merchan- 
dising costs. When the dealer is 
unable to make the trip to Akron 
personally, the department staff 
works out problems of the store 
operation and discusses it with 
him by correspondence. 

Goodrich launched its planned 
reconversion program last year 
with formation of a new chemicals 
division, headed by W. S. Rich- 
ardson, general manager, with 
headquarters at Cleveland. This 
division’s postwar task will include 
the manufacturing and marketing 
of Geon plastics, rubber industry 
chemicals and reclaimed rubber in 
stepped-up quantities. 


Expansion Under Way 


This company is said to have a 
factory expansion costing $12,- 
000,000 under way in its tire divi- 
sion. A new laboratory building, 
costing approximately $1,000,000, 
is to be completed next year—the 
50th anniversary of the company’s 
first rubber research activities. 
The research department is headed 
by Dr. Howard E. Fritz, who joined 
the company in 1925, and is con- 
sidered one of the most important 
in the Goodrich postwar 
setup. 

Goodrich lays claim to having 
run the first advertisements, in 
leading metropolitan newspapers, 
luring June and July featuring 
the mileage of its all-synthetic 
tires, with headlines such as “Car 
»wners have now rolled up three 
»nd a half billion miles on all-svn- 
thetic Goodrich Silvertowns.” In- 
dividual testimonials were used to 
back the Goodrich claim. 

Both Firestone and Goodyear, 
in current newspaper and maga- 
zine copy, tell a number-of-tires 
story. U. S. Rubber Company, 
disdaining statistics, emphasizes 
the quality of synthetic tires. 


Manz Names 10 
to NAEA Retail 
Committee 


Cincinnati, Aug. 16.—The News- 
paper Advertising Executives As- 
sociation has increased the mem- 
bership of its retail committee 
from five to 10 for the 1944-45 
year, with James W. Egan Jr., 
advertising manager of the New 
York Times, continuing as chair- 
man. 

Personnel of the group was 
announced this week by Henry W. 
Manz, NAEA president and adver- 
tising manager of the Cincinnati 
Post. Complimenting last year’s 
five-man committee for its organi- 
zation work, research and plans 
which it presented to the associa- 
tion convention, Mr. Manz asked 
all five to serve again during the 
ensuing year. 


Conducted Joint Meeting 
Among highlights of the com- 
mittee’s work were organization 
of the first joint meeting of news- 
paper advertising executives with 


the sales promotion division of the 


National Retail Dry Goods Asso- | 


ciation at a clinic last spring; and 
establishment of a Retail Adver- 
tising Production School, to be 


inaugurated, starting next month, 
in a number of cities. 

Five universities have 
requested permission to use this 
school setup, Mr. Manz said. 

Don M. Bernard, advertising 
manager of the Washington Post, 
will continue as vice-chairman of 
the retail committee. Other mem- 
bers, besides the chairman and 
NAEA head, include: J. T. Gris- 
com, Nashville Banner and Ten- 
nesseean; Stuart List, Pittsburgh 
Sun-Telegraph; Aubrey F. Murray, 
New Orleans’ Times - Picayune; 
W. R. Robinson, Muncie Press: 
George Steele, Philadelphia Bulle- 
tin; Thomas J. Turner, Spokane 
Spokesman-Review; and Robert A. 
Wolfe, Dayton News. 


already | 


53 
Dillon Rejoins KRNT 


Robert Dillon, just discharged 
after 20 months in the Army air 
forces, has returned to Station 
KRNT, Des Moines, as commercial 


manager. Before entering the 
Army, Mr. Dillon was sales man- 
ager of KRNT-KSO. 


ABP Forms Committee 


Associated Business Papers, Inc., 
New York, has formed a business 
press advisory committee on the 
disposal of surplus government 
property to consult with Washing- 
ton officials on how the business 
press can best help in this activ- 
ity. Members are: J. H. Rudd, 
vice-president, McGraw-Hill Pub- 
lishing Company, chairman; An- 
drew Haire, president, Haire Pub- 
lishing Company, and John H. Van 
Deventer, president and _ editor, 
Iron Age. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. 


Published Bi-Monthly at Milwaukee, Wis. 


MOTION 
PICTURE | 


THE DISTRIBUTION of this film for Lig- 
gett & Myers Tobaco Co. has made 
history in the field of non-theatrical 
exhibition. In only eighteen months it 
was shown to more than twenty-two 
million men and women! 

Castle Service concentrates on get- 
ting your picture seen. It books your 
movie to the right audiences... has it 
projected by trained operators... gives 
you audience reaction, audited attend- 
ance record, film inspection service. 


30 Rockefeller Plaza 
New York 20 


CASTLE 


sites DISTRIBUTORS CORP. san08 


Field Bidg. 
Chicago 3 


You pay only for net people reached! 
Costs so low they compare favorably 
with those of any other media for sell- 
ing a mass-market product! 

Send for Castle’s new book, “How to 
Make a Motion Picture an Advertising 
Success.” It tells you all 
about nationwide Castle 
Service. There is no obliga- 
tion. Just drop us a line on 
your business letterhead. 


Russ Bidg. 
San Francisco 4 
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HAWAII IS TRAVEL-MINDED. The people 


of Hawaii have always been great travellers. This desire to “go 


places” has increased because of the wartime restrictions placed 
on pleasure travel outside the Islands. 

Today there are more travel-minded people in Hawaii than 
ever before. What's more, this steadily growing market will have 
money to spend for travel. Not only are the people of Hawaii 
saving money, but they are investing in War Bonds. Hawaii is the 
only territory or state to exceed all its monthly war bond quotas 
as well as its quotas for the first four war loans. 

Now's the time to Pin-Up Hawatt on your sales map. It 


is not too early to enter or re-enter this profitable market with 


your advertising campaigns. And remember that the Honolulu 
Star-Bulletin will carry your message most effectively to the 
homes and people you want to reach. For in Honolulu, where te 
concentrated population of Hawaii is, the Star-Bulletin has 4 


carrier delivery to 9 out of 10 homes. 


Honolulu Star-Bulletin 


OVER 125,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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COMES OF AGE—The 2\st birthday of the 16 mm. motion picture industry 

was celebrated Aug. 12 at a dinner given by Victor Animatograph Co., Daven- 

port, la., and attended by educational, business and industrial leaders. Look- 

ing over a blowup of the first ad for 16 mm. equipment are Alexander F. Victor, 

president, and Samuel G. Rose, executive vice-president of the company. The 

Victor Animatograph account is handled by L. W. Ramsey Advertising Agency, a 
Davenport. 


Ce a PR: po 


ATTLEFRONT ART—Feature of Stromberg-Carlson Co.'s full-page ads in 

ational magazines, August through October, will be this original sketch made 

uring the 1942 Tunisian campaign by Clifford Saber, an American Field 

erviceman serving then with the British 8th Army. The water-color was 

lected for the ads by art directors of McCann-Erickson, Stromberg agency, 
from a series of 300 sketches Saber did in 1942. 


PEACE WEN 


al HUMANIZED—Something different in 

——— ee a bank copy is this newspaper ad pre- 
pptge ee r senting a typical family “adopted” by 
i “ve air Fifth Third Union Trust Co., Cincinnati, 
eo Stag thine Riis Bee to dramatize its _ banking services. 
a hte & The bank is also using car cards, and 


an eveninyz newscast over Station 
WKRC. Ralph H. Jones Co. is the 
agency. (Story on Page 51.) 


Yd, Li 
/ ol BRA PERSPIRATION D8 


KFAB-MOVERS—Hugh Feltis, general manager of Station KFAB, and his Lin- 
coln, Neb., department heads put the final okay on plans for moving the station 
to new quarters in the Sharp building, which they accomplished July 24. Left 
to right, seated, are: Bill Dietz, salesman; Earl Williams, station manager; Mr. 
Feltis; and Paul Dodd, accountant and office manager. Standing: Don Shoe- 
maker, promotion department; Bill MacDonald, farm editor and program direc- 
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“egy $9 @ » 2 ? 
J y € ms v r* ome > 
Anew Champion im rnmvasion wartare tor; Mark Bullock, chief engineer; and “Jiggs’’ Miller, continuity editor. 


TUDEBAKER WEASEL 
BS Via te 
BUILT BY STUDEBAKER. ..POWERED BY STUDEBAKER CHAMPION ENGINE 


the Lae t Weeine 


THE NATION CALLS FOR HAS VEST HELP 


LIKE LIPSTICK — Parfum L'Orle's new 


TUOERANAR A350 BUNOS RIO CCCONE INGINES FOR BOLMG TING FORTRESS... UUTIPUE DRIVE MUSITARY, TRACKS. OTN STA WAR MAURIE J Lor-Odo bar is being advertised na- 

tionally in newspapers for the first time 

N ACTION—Playing up the wartime utility of the vehicle, Studebaker Corp. is this summer. "You glide it on like lip- 

ng this copy to introduce the ''Weasel''—personnel and cargo carrier. Roche, stick," copy says. L. H. Hartman Co. 
Williams & Cleary, Chicago, is the agency. (Story on Page 6.) is the agency. 
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hs ’ 
40 WARMING—Gathered at the recent party given by Doherty, Clifford & Shenfield when the new agency opened J 
s in the Empire State building, New York, are, left to ri-ht: Henry P. Bristol, president and general manager HELP WANTED—The need for volunteers to help harvest crops throughout 4 
q | A. Means, vice-president in charge of sales, Bristol-Myers Co.; Lawrence L. Shenfield, president of the agency, the nation is the theme of this Dole color page scheduled for Augu t and : 
nald Clifford, vice-president; Jack Mullen, DC&S director of commercial writing; Philip C. Sayres, vice-president of September issues of Ladies’ Home Journal, Life, McCall's and The Saturday 


Bristol-Myers; and Arthur Cobb Jr., vice-president and treasurer of Doherty, Clifford & Shenfield. Evening Post. N. W. Ayer & Son is the agency 
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A Jeep for the General 


lage generals rode horses. Today, 
they ride to Victory in jeeps. 
It’s not so dignified, of course. 


But, as most generals know, the im- 
portant thing today is horsepower, not 
horses, Victory not dignity. 


Generals of industry are learning the 
same truths. 


Today, 50 generals cf big industries 
have proved the pulling power of that 
beloved jeep among American publica- 
tions, Puck-The Comic Weekly. 


Through consistent advertising in 
Puck, they give their products a lift with 
the American people that no high-horse 
attitude could ever accomplish. 

For, like the jeep, Puck-The Comic 
Weekly has the vitality that wins the 
imagination—and the hearts—of the 
people. 


Too, Puck gives its sparkling pages 


the greatest dignity that any editor can 


bestow ...that of being human. Actually, 


there isn’t a more popular or better-liked 
group of companions for any company’s 
advertising than “Blondie and Dag- 
wood,” “Jiggs and Maggie,” “Skippy,” 
“Donaid Duck” .. . 


roster of Puck’s characters. 


in fact the whole 


If your success as a general of industry 
depends upon winning the hearts as well 
as the minds of the American people, 
remember that 20,000,000 of them read 
Puck every weck. 


Remember, too, that this publication 
is delivered through 15 great Sunday 
newspapers into the homes of more than 
6,000,000 families from coast to coast. 


For more information, just call or 
write Puck-The Comic Weekly, 959 
Eighth Avenue, New York 19, N.Y, 
or Hearst Building, Chicago 6, III. 


The Advertisers: following « . 
the names of the manufacture. 
whose advertising has appea: / 
in Puck since 1931. 


Baver & Black Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 
Chesebrough Mfg. Co. Consolidated 
Chrysler Corporation 

The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 
Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Doughnut Corp. of America 
Eversharp, Inc. 

Frank H. Fleer Corp. 

F. W. Fitch Company 
General Electric Co. 

General Foods Corp. 
General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 
The Grove Laboratories, Inc. 
H. J. Heinz Company 

Geo. A. Hormel & Company 


International Cellucotton Products Co. 


The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 

The Lionel Corporation 
Maybelline Company 

The Mennen Company 
Pepsi-Cola Company 

The Pepsodent Co. 

Pillsbury Flour Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 

Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 

Swift & Company 

Twentieth Century Fox Film Corp. 
Unicorn Press ° 
U. S. Army Recruiting Service 
Van Camp's, Inc. 

Wilson Chemical Co., Inc. 
William H. Wise & Co., Inc. 
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